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The bottle on 
the raft 


Sin,—I was particularly inter 
ested in Stuart Lewis's remarks in 
his Review of Poster Advertising 
(November 18) about one of our 
tube advertisements, “He remem 
bered to stop at Smith's.” 

I must take him up on onc 
thing, however. He says 
prompted by his wife, “There was 
nothing on the raft to accommo- 
date the letter which the chap 
was writing. He had run out of 
bottles.” 

Indeed, he had not. He was 
writing his final letter, it is truc, 
and how pleased we were to sce 
that it was, in fact, to his mother 
But there was a bottle to contain 
the letter 

Although it cannot be seen in 
the poster as reproduced, it is 
clear enough on the advertise 
ment itself. There, on the right 
hand corner of the raft, is the ink 
bottle, which I have no doubt 
was to have been used to contain 
the letter. 

Sypney T. Hyp: 
Publicity Manage: 
W. H. Smith & Son, Lid. 


Help for IPA 


students needed 


Sm,—The Midland Branch of 
the Institute of Practitioners in 
Advertising is creating a library 
for the use of students sitting for 
the Institute’s examinations. As 
honorary librarian, | would very 
much welcome copies of any 
publications from such , 

blishers, etc., as may issue in- 
ormation which would assist 
them in their training. Surveys 
and factual data would be most 
helpful. 

Joun C. Davis 
Stewart Alexander Advertising 
Agency, 
Legal and General Assurance 
Buildings, Waterloo St., 
Birmingham 2. 


Low standard 


of stereos 


Sir.-I would be interested to 
know how many other produc- 
tion men and publishers are get- 
ting poor quality stereos similar 
to those received regularly by my 
agency. The source of supply 
seems to make little difference. 

In many instances it is obvious 
that the forme has not been 
planed down nor has the back of 
it been brushed off. It is doubtful 
if a pull is taken before mould- 
ing because there are so many low 
letters. Other faults are plates 
without depth, plates battered at 
the corners and short-lived 
moulds. 

Every plate received has to be 
scrutinised closely. Many have 
to be sent back when one can ill 
ifford the time. In other cases, 


NEXT WEEK 


The “Weekly” soars into the 
stratosphere to present cosmic, 
yet seasonal, fun and games in 
our traditional 


CHRISTMAS 
NUMBER 
which will also include the 


winning entries in the competition 
for amusing copy and artwork. 


after having paid for an expen- 
sive setting, the journal has to 
cut away part of the stereo be 
cause jit will not print and replace 
it with type 

I do not expect the craftsmen 
to make their own flong and beat 
it in with a brush as they used to 
do. But with present-day high 
costs I do feel we are entitled to 
1 reasonable amount of care 

From the bitter comments of 
the printers and publishers with 
whom my agency is in daily con 
tact, the complaint would appear 
to be widespread. 

ASHWELI 

London, W.1 


ADAMSON 


More realism 
is the aim 


Sirn,—I read Joyce Stranger’s 
urticle (November 18) with great 
enjoyment, but I think it should 
be pointed out that many women 
in the profession of advertising 
are working for a more realistic 


approach to the business of sell 


ing goods—glamorous or other 
wise—to the housewife. 

Recent co-options to the pub- 
licity panel of our women’s advi- 
sory committee are Miss Sybil 
Mawdesley, advertisement mana- 
ger of Vogue Export and a mem- 
ber of the Women’s Advertising 
Club, and Mrs. Gladys Swan 
nack, assistant to the night news 
editor of the Daily Telegraph, 
while the panel's chairman is 
Miss Hannah Newlands, public 
relations officer of the National 
Federation of Dyers and 
Cleaners. The chairman of the 
main committee is Mrs. Marjorie 
Byrne, of London Press Exchange 
Ltd. 

(Mrs.) STELLA ALEXANDER, 
Press Department 
British Standards Institution, 
London, W.1 


Overstating 
the case 


Sixn,—In her excellent article 
Joyce Stranger makes so many 
good points that it is a pity she 
should spoil her case by over- 
stating it 

Take her very first example- 

. a dressing gown .. . which 
looks wonderful on a gorgeous 
blonde whom my husband ad- 
mires. | am not a gorgeous 
blonde, but quite an attractive 
brunette who is, however, by no 
means aS young as she was.” 

If Mrs. Stranger will forgive 
my saying so, it is probable that 
this advertisement was, in fact, 
deliberately aimed at gorgeous 
blondes younger than she is! 

Advertisers cannot, and do not, 
aim to sell to all women all the 
time. Their advertisements are 
aimed at the particular classes, 
types, and ages of women to 
whom they consider the product 
which they are advertising is 
most likely to appeal! 

M. C. Bapcock 
Max Ritson & Partners Ltd., 
London, W.C.2 


Standardisation 
of literature 


Sirn,—Mr. Goddard Watts’s 
article (November 11) crystallises 
the problem confronting manu 
facturers of building materials 
and, therefore, merits the widest 
possible study by all those re- 
sponsible for the production of 
promotional literature in this 
field 

It is not, however, a new pro 
blem, and as far back as 1946 
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SWINDON SIGNCRAFT LTD. 


Swindon %282 


the British Standards Institution 
issued ai report (BSS 1311, 
1946, revised 1955) recommend- 
ing not only a standard size 
(il in. by 84 in.) for all trade 
and technical literature, but also 
an ideal format and order of 
contents, and, what is more im- 
portant, strongly recommended 
that all information be presented 
in a readily fileable form. 

It is certainly time that more 
attention was brought to bear on 
the problem of the tremendous 
amoumt of information sent to 
the architect through the post, 
most of which is intended to be 
retained for reference and yet 
varies so much in size, format 
and standard of content that it is 
either not worth the trouble or 
is practically impossible to file. 

We have recently inaugurated 
a service, the Specifile of Building 
Materials and Services, which 
conforms very closely to the re 
commendations contained in the 
above report, besides offering 
manufacturers the services of 
fully-qualified practising archi 
tects to provide guidance in the 
production of their literature. 

ARTHUR PHEBE) 
Specifile, 
81 Blackfriars Road, 
London, S.E.1 


Biggest ad 


Sin, —With 


reference to the 
“Biggest Ad” claim (Novem- 
ber 25), the Folkestone & Hythe 
Herald of November 19 con- 
tained a double-page advertise- 
ment for the local Co-operative 
Society. 

The Folkestone Herald of 
October 8 contained a four-page 
spread for Pfizer Ltd 

G. E. DOLLImore, 
Advertisement Manager 
F. J. Parsons (Kent 
Newspapers) Ltd 

(The claim was that a double- 
page spread in the “Surrey Comet 
for Bentalls of Kingston was “ 
largest press advertisemen 
published in a British newspaper 
since the war. Eprror.) 


GOSPEL OAK WORKS, OAK VILLAGE, 
MANSFIELD ROAD, LONDON, N.W.5 


POINT-OF-SALE 
DISPLAY AND SHOWCARDS 
FINE QUALITY SILK SCREEN PRINTING 
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When appealing to women 


exclusively, common sense 


dictates the use of a medium 


which sel's to women 


exclusively. 
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WOMANS OWN 
2,913,497 


AUDITED NET SALE (jJAN-JUNE 1955) 


STUART MANDER, ADVERTISEMENT DIRECTOR, GEORGE NEWNES LTD., TOWER HOUSE, SOUTHAMPTON ST., LONDON, W.C.2 
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Your advertisement 
iS news in 


Woman and Beauty 


 . ineght 

Why? Beca ss and beauty are of 
paramount t to its readers. Because 
women 4 iy ts fashion fore« asts 
tor its news <pert guidance on everything 
that affect ell-groomed woman. 

Beauty by Seymour. Fashion by 
top designer lurope and the U.S.A. 


Illustratic machy and other front- 


rank fashior ts. In such a setting your 
advertisem¢ nformation 

WOMAN A? \UTY is ceaselessly campaigning 
for its advertisers . . . preparing the ground 
imong wome who want to look their best. 


For vour own campaign it is a sound and 


oe ee Prey" oe effective advertising medium. 


es se oe ee I dil ITAL 


Britain’ 8 headin Fashion and ae magazine 


2/- MONTHLY - PAGE RATE £150 


A. W. Burnett, Advertisement Director, The Amalgamated Press Ltd., The Fleetway House, London, E.C.4 + Central 8080 
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‘Boom—despite television’ for 
Radio Luxembourg 


NEW-STYLE 


MORNING 


| £150,000 ON 


PROGRAMME | AIR TIME | EQUIPMENT 


By next winter, Radio Luxembourg expects to have morn- 


ing time available for British advertisers. 


This is one of a 


number of developments which G. Clement Cave, general 


manager of 
NEW NATIONAL 
ADVERTISER | 


Scribbans-Kemp (Bakeries) Ltd. | 
have appointed Lambe & Robin- 
son Ltd. as agents. L & R, who 
have prepared a_ large-scale 
national drive, describe their 
client as a new advertiser. 

The campaign will be using the 
national press, supported by 
selected women’s magazines and 
poster advertising 

Other accounts which are 
moving to mew agencies are 
Quosh and Mothaks. Quosh will 
be going to Masius & Fergusson 
Ltd. in the near future, and 
Alfred Bates & Son Lid. will take 
over the Mothaks account from 
January 1. 


Print wage talks 
to be resumed 


Following last week's deadlock 
in the London printing wage 
talks between the London Typo- 
graphical Society and the London 
Masters Printers’ Association, 
comes news of an easing in the 
situation. 

The LTS have approached the 
LMPA for a resumption of dis 
cussions. It is understood that 
a meeting will be held shortly. 

Balloting is now being carried 
out by the other six unions with 
whom the British Federation of 
Master Printers and the News 
paper Society reached a basis 
for mew agreements last month. 
It is expected that the new agree- 
ments will come into force early 
next year. 


Radio Luxembourg 


(London) Ltd. has 
announced, 
Olners are: 


@A new programme formula in 
which the broad skeleton of 
a non-stop programme will be 
re 


! ded, and live up-to-the 
minute material will be fed in 
from this country; 

@ Half-hourly headline  news- 


flashes as well as “parochial 
announcements” for towns and 
ciues in Britain; 

@ The issue every two or three 
weeks of a regular progress 
bulletin (No. 1 of which has 
already gone out) to adver- 
tisers, agencies and other 
interests; and 

@ Rapid progress on Tele-Luxem- 
bourg, for which new additional 
studios are now being con 
structed at the station in 
Luxembourg City 
Claiming that, despite commer- 

cial television and increased com- 

petition, Radio Luxembourg in 

Britain and throughout Europe is 

booming, Mr. Cave states that so 

confident is the organisation of 


@ Continued on page 7 


Shell spot moves 
into first place 


The Shell three-minute 
“travelogue” has been given 
first place in the Gallup Poll 
survey of the best television 
commercials in ‘November, 
for the “News Chronicle” TV 
awards. 

Shell were second in the 
first poll in October. 


The spots are transmitted at 
peak times, costing £3,000. 
Shell is mentioned only briefly 
at the beginning and end. 
Agents are Colman, Prentis 
& Varley Lad. 


Second place goes this 
month to Murraymints, first 
last month. Third place is 
retained by Guinness. Others 
in the first ten, in alphabetical 
order, are Batchelors, Brooke 
Bond, Hoover, hit-e-Kat, 
Mackesons, Omo, and Surf. 


TV ‘case-history’ shows— 


SALES CLIMB 
AFTER USING 
NEW MEDIUM 


First “case history” « 
of television advertising t : 
given by Revion 

“Rocketing sales” are 1 
by George Good r 
sales promotion ma 
their new hair-spra 
when it was decided \ 
exclusively in the area 

Some dealers, sa Mi } 
rich, doubled the 
many sold all their stock 

One store est 
would sell 40 p 
normal, but event 
per cent above ni 

Agents for Revlon are Met n 
Erickson Ltd 


New TV magazine 

A new television magazine for 
men 1s to be | luced for Asso 
ciated TeleVis Ltd. by TV 
Advertising Ltd. It is described 
as “covering 4) [ t of a 
man’s day-to-day 


Newspaper Society treasurer dies 


H. G. Clarke, chairman and 
managing director of the Leam- 
ington Spa Courier, and honorary 
treasurer of the Newspaper 
Society since 1942, died on Tues- 
day. He was 70 

He was president of the News- 
paper Society in 1937-38, and was 
chairman of the Society’s joint 
labour committee with the British 


Federation of Master Printers for 


a number of years Ir 432 
he was the BF MP president 
Colour printing was his par 


ticular interest, and he was a lead 
ing authority on the subject 
Mr. Clarke became a Feliow of 
the Royal Society of Arts in 1937 
He was created a CBE last year 
He leaves a widow and a son 
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.- EVERY week in EVERY department of 
EVERY Local Authority in Great Britain 


EVERY chief Officer reads 
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ADVERTISER'S WEEKLY 


RESEARCH 


But commercial programmes are week-end winners 


Agency television executives 
had three sets of figures for the 
commercial TV audience before 
them when they attended an In- 
stitute of Practitioners in Adver- 
tising meeting on TV in London 
yesterday (Thursday). 

Audience research was ¢x- 
pected to be one of the subjects 
discussed at the meeting, due to 
be held at the Festival Hall in 
the evening 

The meeting was a private one, 
limited to ticket-holders among 
the Institute’s members 

The three sets of figures were 
from the BBC, the Independent 
Television Authority and TY 
Research (Gallup Pol!) Lid. The 
first two were released at the 
week-end, and the third was 
published on Tuesday evening 

Source of the ITA figures was 
the “machine panels” at A. C. 
Nielsen Ltd. and _ Television 
Audience Measurement (1AM) 

The Gallup figures fall between 
those of the other two, but are 
nearer the BBC's estimate 

Both Gallup and the BBC esti- 
mate a higher evening viewer 


Under £1 a 1,000 


The seventh of “The upward 
trend of commercial television” 
cards issued by Associated Tele- 
Vision Ltd. claims: “Less than £1 
per 1,000 adult viewers per 
minute on ATY.” 
ship in multi-channel homes for 
the BBC as an average of 
whole week and also for the 
Monday to Friday period, but a 
higher viewership for the ITA at 
week-ends. 

On the other hand, the machine 
panels estimate that the ITA has 
the higher viewing figure all the 
way along the line—for the whole 
week, for mid-week and for the 
week -ends. 

For the week-ends they claim 
that the disparity is as high as 
73-27 in favour of the ITA. 


the 


R. J. Silvey, head of BBC 
audience research, interviewed 
by Richard Dimbleby in 


“Panorama,” on Monday claimed 
that on the average audiences 
capable of getting both ‘BBC and 
ITA preferred the former in a 
proportion of 56 to 44. 

He thought that as the number 


Brief spots ‘only 
> 
just do job’ 

Birmingham advertisers and 
their agents recently saw a de- 
monstration staged by TV Adver- 
tising Ltd., of films which have 
already been shown on commer- 
cial television. 

J. B. Raper, of TV Advertising 
Ltd., said it was now obvious that 
the 15-second films only just do 
their job. Anything shorter was 
useless from an impact point of 
view. The eal length was 30-60 
secs. 


4 


AS AGENCY MEN MEET TO DISCUSS TV— 


SYSTEMS DIFFER ON 


TAKE YOUR PICK... 
Comparative Percentage Estimates for Evening Viewing in 
Multi-Channel Homes 
Gallup BBC ITA 

ITA —All the Week 49 44 59 

BBC— =i = ss : $1 S¢ 41 

ITA —Monday to Friday... 45 4] 53 

BBC— mm a see 55 59 47 

ITA —Saturday and Sunday 57 §2 73 

BBC — - s as 43 48 27 
of sets increased, BBC audiences of British Adve rs, and the 
were bound to grow, and doubt- Institute of Practitioners in 
less ITA audiences would also Advertising 
increase. How the viewing time A new research organisation, 
would be divided between them Pulse Lid., state it although 
was something that no one could their figures are nfidential to 
prophesy, he said. subscribers they ite that ITA 

A Gallup spokesman com- programmes are \ hed by more 
ments: “As far as we can judge people than the BBC, especially 
from the limited data, the BBC at week-ends. J give the 
and ourselves do not differ from number of hor ible of re- 
the machine panels as to what ceiving Band II! \issiOns as 
are the peak figures. But neither 560,000. 
we pe the BBC find the peaks so 
high.” r 

An ITA spokesman’s comment I rA booklet 
was: “Even according to BBC : 
figures, almost half the viewers A booklet .. Coming of 
who are able to do so tune in to 9 /"ependent Television, by Sir 
commercial TV. The total com- Robert — Frase ctor-general 
mercial TV dience is b dto of the ITA, has published 


r free distri- 
d to other 


grow rapidly as more new sets Dy the Authorit 
are bought or old ones converted, = U"ion te the | 


or as more ITA stations open.” interested concerns It contains 
Major G. Harrison (chairman ‘¢prints of article tten by Sir 
of London Press Exchange) the Robert for the press or of 
chairman of the steering commit- speeches made um 
tee set up by the subscribers to One of the ticles, “The 
the BBC's figures declined to Advertisements,” was originally 
comment on the BBC and ITA written for ADVERTISER'S 
audience estimates. These sub- WEEKLY'S ( ercial Tele- 
scribers are the programme con- vision Supp (Septem- 


tractors, the Incorporated Society ber 23). 


This window display, now at Dunlop's headquarters at St 


James’ House, 


features the firm's careers campaign and has as its theme “The World is 


g 
Your Oyster.” 


SWEDISH DESIGN MAN VISITS DUBLIN 


Ake Hampus Huldt, director of on the 
the Swedish Council of Industrial 
Design, visited Dublin last week 
to advise the Irish Arts Council 


setting up of a design 
exhibition for Irish-made goods, 
which is to be held in Dublin 


next spring. 
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AUDIENCE 


Gallup survey 
of verdicts 


on TV spots 


Two services for advertisers 
have been announced by TV 
Research (Gallup Poll) Ltd. They 
will survey the verdict of groups 
of the public on specified TV 
commercials, and the awareness 
of branded goods advertised on 
ay. 

The first, in which interviewers 
will telephone a sample of a 
group—housewives, homes with 
cars, etc.—to find out who saw 
wt and what they thought of it, 
will cost advertisers fees ranging 
from £40 to £75 for 120 calls. 

Results will normally be avail- 
able within three days, or 12 to 
18 hours when special arrange- 
ments are made. The service is 
available now 

The second service will be 
available from January 1, and 
weekly reports will be published 
on Thursdays. Present plans are 


to cover housewives only, but 
this will later be extended to 
other groups—men, smokers, 


car-owners, etc. The interviewers 
will establish for each of the 
selected brands: how far it is 
known, whether in stock, when 
last bought or used, when pur- 
chased for the first time, its rating 
on a 10-point scale, whether com- 
merciais have been seen and, if 
so, what rating is given to the 
commercials, and what features 
and sales points are recalled. 


More technical 
writers needed 


The growing importance of the 
technical writer in industry was 
stressed by K. E. Harris, director 
of research and development at 
A. C. Cossor Ltd., when he spoke 
to members of the Technical 
Publications Association. 

The trade and technical press 
played a vital role, but it could 
not undertake the whole task. 
Every major undertaking was 
realising that it must have its own 
technical publications depart- 
ment. 

In the United States, six per 
cent of the outlay on a new pro- 
ject was devoted to information 
services, but in this country the 
proportion was nearer one per 
cent. 


‘Furnishing World’ 


special issues 
An advertisement on page 55 


gives incorrect dates for two 
special Exhibition Numbers of 
Furnishing World. The correct 


dates of publication are January 
20 and January 27. 
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Irish advertising agencies have 
been told by Radio Eireann’s 
sponsored programmes officer, 
P. R. Geoghegan, that “Christ- 
mas carols or music of a 
similar nature should not figure 
in advertising programmes.” 

This information reached some 
agencies when Christmas show 
scripts were completed; and 
one sponsor, at least, had 
already arranged with a Dublin 


No carols for Irish radio sponsors DEVELOPMENT 


choir for a presentation of 
carols on a morning pro- 
gramme. 

Our Dublin correspondent reports 
that agents are irritated, not 
only because of the ban, but 
because of the lateness of any 
indication of the ruling. It is 
expected to be discussed by the 
Irish Association of Advertising 
Agencies at its next meeting in 
the near future. 


Loaf mailed to 
MPs by Show 
exhibitor 


Tying in with their stands at 
the Smithfield Show, which 
opened on Monday for five days, 
two firms—-E. W. Nickerson & 
Sons, Ltd. and the Ford Motor 
Co., Ltd.—have both carried out 
special promotional activities 

E. W. Nickerson, seed special- 
ists, have direct-mailed MPs. 
newsagents, agricultural firms and 
national and provincial papers 
throughout the country. The 
mailing shot was in the form of a 
small loaf and a packet of Koga 
2 seed. The shot explained 
“Here is the all British loaf 
remarkable new wheat—ten 
million dollars can be saved 
yearly. You are invited to visit 
Nickerson’s stand at the Smith- 
field show.” 

The Ford Motor Co.’s tie-up 
with the show is the latest edition 
of Fordson News, of which 50,000 
copies have been printed, and 
have been specially prepared for 
the firm's stand at the Smithfield 
Show 

The Agricultural Engineer's 
Association, one of the three 
bodies responsible for the 
organisation of the show, has 
reported that one of the first 
enquiries made by the visiting 
official Russian party was for a 
supply of copies of The Green 
Book of British Tractors and 
Farm Machinery for 1956 

The main edition of this pub- 
lication, running to nearly 400 
pages, is now available from the 
publishers, Norman Kark Pub- 
lications Ltd. 


New BTC office 


The British Transport Commission's 
‘ ercial advertising service has 
” 1 from Cardiff (Queen 
S ) Station to new premises at 


uurchill Way, Cardiff. 

4 a reception at the Park Hotel, 

a led by leading figures in the 
iy trial and advertising life of 
South Wales and by representa- 
tives of London agencies, George 
Dodson-Wells (eft), the Commis- 
sion s commercial advertising off- 
cer, and W. R, Peacock (centre), 
its senior advertising representa- 
tive for South Wales, welcomed 
W. Greaves, of the Co-operative 
Society. 

Mr. Dodson-Wells said that the new 
premises were part of the plan to 
provide a chain of offices capable 
of giving in the provinces, to local 
and national clients, the same 
efficiency and service that could 

» obtained from the London 
head quarters. 

The gross advertising revenue for 
the current year was likely to set 
a new record of £3,200,000, he 
forecast. 


Resigned from ISAS 


Sudan Publicity Co., Ltd. have 
resigned from International 
Screen Advertising Services. 


Irish PR students receive awards 


Diplomas were presented to 56 
students who successfully com- 
pleted the first Public Relations 
Course at the Dublin High School 
of Commerce, and passed the 
subsequent examination, by E. A. 
Lawler, chairman of the Public 
Relations Institute of Ireland, in 
Dublin last week. 

Over 100 students took the 
course ; 76 sat for the examina- 
tion, six passed with honours, 50 
others passed. and 20 failed 

Top of the list, and the recinient 
of the McConnell Gold Medal 
in addition to his diploma, was 
James Nolan (production man- 
ager, Grosvenor Advertising) who 
—fwo years ago—won the Conlon 


Memorial Gold Medal at the 


High School of Commerce as the 
top student in the advertising and 
publicity course. 

Of the 6ix honours graduates 
one was a woman, Mrs. Pan 
Collins, and seven other women 
were on the*pass list. 

Martin Gleeson, chief executive 
officer of the Dublin vocational 
education committee, and Sean 
O'Kelly, principal of the High 
Schoo! of Commerce, attended the 
presentation ceremony 

Leslie A. Luke, vice-chairman, 
in acknowledging the work done 
by the lecturers, paid a special 
tribute to Sir Stephen Tallents 
and R. Paget-Cooke, for visiting 
Dublin to give lectures to the 
students during the course. 


DRIVE BY 
AD AGENCY 


Townend-Smith & Hardy Ltd. 
have launched a new business ex- 
pansion programme. A develo 
ment is the appointment of David 
G. Hazard, from Gordon & 
Gotch Lid. to the board of 
Townend-Smith & Hardy as cam- 
paigns director 

Iwo further board appoint- 
ments are also being negotiated, 
says a statement from the agency. 

Mr. Hazard, who is 32, started 
his advertising career in 1939 
when he joined the advertisement 
staff of Associated Newspapers 
Ltd After 
the war he 
returned to 
join C, : 
Casson Ltd. 

a layout 
irtist. Later 
he spent four 
ind a half 
years with 
creative 
groups at 
Frederick 
A'dridge 
Lid., before 
joining Gor- 
S a senior 
Shortly after- 
appointed an 


D. G. Hazard. 
don & Gotch in 1945 
creative executive 
wards he was 
account executive, and later took 


control of one of the 
major account grouy 

Hilbert Hardy, chairman and 
managing director of Townend- 
Smith & Hardy Ltd., made the 
following comment this week: 
“Until recently we have always 
been regarded as a _ ‘small 
agency. But I think we have 
managed to show that twenty or 
thirty experienced people can 
give the kind of advice and 
service which the modern adver- 
tiser has a right to expect. In 
these days of fierce competition 
and hard selling it is more than 
ever essential that an advertising 
agent should be able to provide 
a service based on sound techni- 
cal knowledge and practical ex- 
perience in every field of adver- 
tising and marketing 

“In my opinion only an agency 
which takes the greatest pains 
over balancing creative genius 
with down-to-earth salesmanship 
can possibly hope to succeed. 

“For the past six years I have 
been building up the essential 
staff and resources of the agency 
with this belief firmly in mind. 
Now I am in the process of add- 
ing to my board three people 
whom I believe to be quite 
unique in their own particular 
field.” 


company’s 


New Argus magazine 


New Argus Press monthly 
magazine to be launched on 
March 23 is “My Story Maga- 
zine.” Initial print order will be 
200,000, selling at Is. 3d. a copy. 
Advertisement rate will be £50 per 
black and white page, and £75 in 
two colours. 
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A new nine-colour poster designed 

by Dutch artist Guus Melai and 

printed by Hely’s Lid., Dublin, for 
Aer Lingus 


Ad chiefs at 
BDMAA dinner 


The British Direct Mai! Ad 


tising Association is to ld a 
dinner, dance and cabaret at th 
Hyde Park Hotel, Knigh ip 

on Thursday, January 12. W. A. S, 
Camp, chairman of the Associa 
tion, says that, due to the success 


of the last such event, the venue 
and general arrangements remain 
unchanged. 

Lord Luke, president of the 


Advertising Association a the 
Incorporated Sales Managers’ 
Association, Lt.Col. Alan M 


Wilkinson, president of the Insti- 
tute of Practioners in Advertising 
Hamish A. MacLchose, president 


of the British Federation of 
Master Printers, and Clifford 
Harrison, president of the In 
corporated Society of British 
Advertisers, will be among the 
guests. 


Students see 
film-show 


Twenty-five students studying 
for the Advertising Association 
Diploma at the Manchester 
College of Commerce last week 
attended a lecture and demonstra- 
tion of television and film adver- 
tising at the Manchester offices 
of F. John Roe Lid 

A _ three-hour film show 
was screened for them in 
the board room, and __ the 
course lecturer, Bryan Lewis, pre- 
sented several television, cinema, 
and industrial advertising films 
by J. Arthur Rank Screen Services 
Ltd., Pearl & Dean Productions 
Lid., TV Advertising Ltd., and 
Roe Television Ltd Also 
screened was a reel of American 
ITV commercials. 

Derek Roe said that the class 
warranted every encouragement 
in the study of up-to-date adver- 
tising techniques. 
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Road safety: ‘Agents should be 
Maurice Rickards 


ALL-MEDIA DRIVE IS URGED 
Maurice Rickards, freelance poster designer, will no longer 


accept commissions from the Royal Society for the Preven- 
tion of Accidents, for whom he has designed a number of 
controversial “shock” road safety posters. 


He has announced this as « 
protest against the manner in 
which, he alleges, the Socicty’s 
road safety campaigns have been 
conducted. 

As an alternative to the present 


system—under which local au 
rities use their own discretion 
about the amount of 


prepared by the Society 

they use in their own arca Nir 

Rickards suggests in a pres t 

ment the folowing meas 

@The = rechannelling f 
£350,000 which it is es! 

is spent annually on roa 

campaigns; and 
® The employment by the Socic! 

of agencies “to ex; 
publicity media, inclu 
radio, TV, films, and tw 
national press.” At the mome: 
there is no use of the nat 
press for a safety campaigr 

Mr. Rickards made hi 
and announced the withdrawal 
his services, on a BBC televis 
programme, “Highlight,” 
Friday evening. 

Mr. Rickards commissioned 
pilot survey from Mass-Observa 
tion on the effectiveness of h 
“Road Safety Matters” px 
showing the one-legged 
crutches the first shoc 
poster, he states, since the fa 
“Black Widow" of 1946, wt 
had an impact on 96 per cent « 
survey sample 

As an introduction to the su 
vey, Mass-Observation examine 
the field of shock posters as a 
whole, giving the results from 
2,050 interviews, carried out on 
a national scale in July. 

The following § results arc 
detailed on the general remem 
brance of road safety posters: 

Paws at the Kerb (winner in a 
TV children’s competition.—{A 
dog waits at a zebra crossing.) 
Mentioned by 7 per cent. 

Look Right, Look Left, Look 
Right Again (or variations on 
this) (miscellaneous descriptions 
of picture given) § per cent. 

Road Safety Matters (crippled 
boy) 4 per cent. 

Miscellaneous slogans given (a 
child lies on the road after an 
accident) 4 per cent. 

One for the Road is One for 
the Grave (head of a motorist in 
acar. Half the face is that of a 
skeleton) 2 per cent. 

Miscellaneous slogans given (a 
child runs after a ball into the 
road) 2 per cent. 

Miscellaneous 
(zebra 


slogans 
crossing plus 


given 
miscel- 


laneous descriptive detail) 2 per 
cent. 


(This may include overall 


references to 
poster.) 

The “crippled boy” poster 
survey was concerned with what 
sort of reaction a shock poster 
could evoke. In a _ London 
borough where the poster * 
good showing,” 13 of the 75 
people interviewed recalled a road 

poster, and nine of these 
med the boy. 

In a foreword to the survey, 
Vir. Rickards states that there has 

sed a strong suspicion that 

overall impact of the last ten 

propaganda effort (regard- 

the incidence of “shock” 

vosters) “has been very substan- 

lly less than that achieved by 

ster in 1946.” 

\ Ministry of Transport 

kesman commented after Mr 

s TV appearance: “We 

t Mr. Rickards has done 

rcellent posters but that he 

Jerestimated their impact 

e public as they are used 
authorities 

So far as a national 
impaign is concerned the 
Government decided some time 
ig0 not to continue to use this 

pe of publicity.” 

Brig. R. F. E. Stoney, deputy 
lirector-general of the Royal 
Society for the Prevention of 
\ccidents, said: “Mr. Rickards’s 

sm belittles the whole of 
work by local authorities, the 
vast majority of whom do 
xtremely well on a deplorably 
small budget. I would emphasise 
that posters are only one of many 
ways in which they help us.” 


more than one 


1 


poster 


Another ad rate 
going up 


Another journal, “Building 
Societies’ Gazette,” has raised 
its advertisement rates. The 
changes will take place from 
January 1. 

Typical of the changes are: 
whole page (one colour) £20 
to £24, (two colour) £26 to 
£30; half-page £10 to £12 and 
£14 17s. 6d. to £16 17s. 6d. 

The journal says that the 
continued rise in costs has 
made this first increase since 
1942 mecessary. 

In Dublin, “Radio Review” 
has raised the selling price of 
its Irish edition from 4d. to 
Sd. The price of the English 
edition remains unchanged at 
6d. 


Irish ad men 


in new Guild 


The Archbishop of Dublin and 
Primate of Ireland has consented 
to become patron of the Guild of 
St. Francis de Sales, recently 
established in Dublin 

Membership of the Guild is 
open to Catholics engaged in 
journalism, writing, publishing 
ind advertising. Its aims are 


spiritual, vocational and social. 
and its activities are directed 
towards maintenance of the 


highest standard in the profes- 
sional and personal conduct of 
members 

Members of a 
executive are: 


provisional 
chairman, D. € 


O'Connell: vice-chairman, J 
MacSweeney ; treasurer, P 
Nolan: secretary. P. Ward; 
Council, D O'Reilly. K 


McManus, G. Fallom, G. Lawlor, 


E. Power. D. Cryan, F 
and G. Diskin 


McCann 


‘BRIGHTER WINDOW’ WINNER 


Martins Dyers & Cleaners, of Apperiey Bridge, near Bradford, won the 


Brighter Window Display Contest Cup with this entry The 
organised by “Power Laundry) 


contest is 


DecemBer 9, 1955 


used, says 


New pattern of 
households for 
researchers 


A_ reclassification of house- 
holds, for research purposes, into 
five different types is suggested in 
a pamphlet, A New Classification 
of Households, by David J. 
Wheeler, research executive with 
the British Market Research 
Bureau Ltd. 

This new classification, which 
has already been used in the 
Hulton Survey, is motivated by 
a dissatisfaction with the usual 
distinction between homes “with 
children” and those “without,” 
because “this choice of grouping 
can but hope to give an inade- 
quate sketch of child influence, 
for the reason that the extent to 


which children influence these 
patterns is dependent upon the 


ratio of children to adults in the 
households.” 


Regrouping 

The five types suggested by 
Mr. Wheeler are as follows: 

Younger families—one or two 
adults, under 45, no children. 
Small families—one or two adults 
and one or two children. Large 
families—all families with three 
or more children regardless of 
the number of adults ; also fami- 
lies with two children and three 
or more adults. Adult families 
three or more adults but not more 
than one child. Older couples 
one or two adults 45 or over, no 
children 

Mr. Wheeler's pamphlet is be 
ing sent to clients of the British 
Market Research Bureau, market 
research firms, and other inter 
ested organisations. He states 
that the Bureau itself has very 
largely switched over to the new 
classification, or small adapta- 
tions from it. 


Agency entertains 

supply houses 

Lintas Ltd. believe they created 
a precedent among agencies when 
they invited their principal supply 
heuse representatives to a 
luncheon, held at Hesketh House 

Firms represented included 
Chappell Papers; Life Engrav- 
ing; Nickeloids Electrotype ; 
Posener, Walters, Harris; Sun 
Engraving: Hunter, Penrose; 
Layton; and Direct Photo 
Engraving. 

C. W. Berry, Lintas art director, 
who presided, welcomed the 
guests, and Ernest Ives (Sun 
Engraving) and W. Chappell 
(Chappell Papers) responded 


Overseas association 


An addition to the list of over- 
seas advertising associations pub- 
lished in our October 28 issue 
is the Israel Advertising Associa- 
tion, P. O. Box 1719, Tel-Aviv. 
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RADIO LUXEMBOURG ‘BOOMING DESPITE TV’: 
NEW-STYLE PROGRAMMING IS PLANNED 


Radio Luxembourg’s future in 
Britain, it has allocated more than 
£150,000 for the construction of 
new transmitters, aerial systems 
and studios for the English trans- 
missions, which will probably be 
ready by next autumn. 

The new Progress Bulletin, 
which is prepared by himself, 
“will not be sales propaganda, 
drum beating for ourselves or 
whitewashing for any shortcom- 
ings. The intention is to present 
an objective and factual state- 
ment on the various aspects of 
our organisation and its work.” 

It is hoped to make a start 
with long-running programmes of 
two or three hours’ duration on 
at least three nights of the week. 
Gradually they will be expanded 
to cover all seven days and the 
bulk of each evening's listening. 


Sponsors will be invited to buy 
into this programming on an en- 
tirely new basis, details of which 
are now being worked out. 

Morning airtime for Radio 
Luxembourg’s English transmis- 
sions is likely to be introduced as 
soon as the new transmitting 
system begins. Details about the 
new time and channels available 
to sponsors will be announced to- 
wards the end of the winter and 
a list of applicants will be 
opened in January. 

It is intended to compile a list 
of interested advertisers, without 


commitment. As soon as pos- 
sible, information about airtime 
available and the rates will be 
circulated, and potential sponsors 
will ‘hen be invited to confirm 


their tentative interest. 
fh- morning programmes will 


incorporate ideas “likely to make 
an appeal to the housewife who 
has her morning chores to per- 
form.” 

It has been decided to repre- 
sent for a limited period the “Gift 
Box” scheme that was successful 
last year. Any advertiser who is 
prepared to offer ‘ree samples of 
his product to Radio Luxem- 
bourg’s audience will be given a 
spot announcement to make his 
offer free of charee 

Last year nearly 100 advertisers 
participated in the scheme, each 


being allowed two 75-word an- 
nouncements. On average, each 
spot brought in between 25,000 
and 30,000 requests 

The new series wil start in 
January and the half-hour allo- 
cated will be adcast each 
Saturday. 


Over 500,000 for 


new monthly 


After three issues, net sale of 


the monthly Practical House- 
holder now exceeds 500,000 
copies, states Stuart Mander, 


advertisement director of George 
Newnes Ltd. 

“There is no doubt that this 
new publication now provides an 
exceptional opportunity for 
advertisers to reach the ‘do-it- 
yourself market on a national 
scale,” he said this week. 

“It is not surprising that adver- 
tisers in the first three issues 
have received wonderful results.” 

The next available issue for 
advertisers is dated March. 


IAMA branch discuss 
colour photography 


At the second meeting of the 
season of the Manchester branch 
of the Incorporated Advertising 
Managers’ Association, colour 
photography was discussed, in- 
cluding the Flexichrome process 
and the Ektagraph process for 
silk screen stencils. 

V. Gill, Manchester manager 
of the Kodak Co., arranged for 
Mrs. A. Stevenson, technical 
demonstrator from Kodak head- 
quarters, to attend the meeting to 
give a talk, film show and demon- 
stration on these processes. 


New Irish members 
Latest members of the Asso- 
ciation of Advertisers in Ireland 
are: Astor Tobacco Co., Ltd. 
(B. J. Colgan, sales manager), 
Nicholas Products Laboratories 
of Ireland, Ltd. (N. McConnell, 
sales manager), Cairnes, Ltd., 
Drogheda (D. Holden-Brown, 
managing director), and Ryans 
Car Hire, Ltd. (Dermot Adair 


Ryan, managing director). 


CARLTON 
MARAJA X 


NOW 


The Manchester “Evening Chronicle’ 
advertisements in the city to announce that some of the 
features are now being included in the 


IN THE 


“Sey 
- Evening 


nronic! 


have been using iarge bus-side 
Daily Dispatch's’ 


Evening Chronicle This vehicle 


belongs to the Manchester School of Motoring and is used to train drivers. 


Bill-posting act aids spastics 


A famous comedian, a First 
World War flyer, and a stage 


coach combined to launch 
London's Spastics Seals Day, in 
aid of the National Spastics 


Society, on Tuesday. 

Norman Wisdom drove in a 
van provided by the Borough 
Billposting Co., to a hoarding in 
Blandford Street, near Baker 
Street, and performed his famous 
bill-posting act by pasting up 
sheets of Christmas seals and a 
poster appealing for support. 

Shortly afterwards Christmas 
shoppers in a number of central 
London boroughs saw flying 
overhead a Tiger Moth trailing a 
130 ft. long banner with the cap- 
tion “Use Spastics Xmas Seals.” 
Piloting the plane was Major C. 
Draper, who had taken off from 
Panshanger at noon for a two 
hour flight which took him over 
Edgware. Hendon, Burnt Oak, 
Colindale, Cricklewood, Kil- 
burn, Holloway. Kentish Town. 
Bethnal Green, Stepney, Millwall, 


Bermondsey, Camberwell, Clap- 
ham, Wandsworth, Fulham, 
Hammersmith, Kensington, Not- 
ting Hill Gate, Willesden, and 
Hampstead. 

Other London Christmas shop- 
pers heard a coaching horn her- 
alding the approach of an 80- 
year-old stage drawn by a team 
of four grey horses. The coach 
left Ealing in the morning passin 
along the Uxbridge Road, 
through Acton, Shepherds Bush, 
Notting Hill Gate, Lancaster Gate, 
Marylebone Road, Baker Street, 
St. John’s Wood, Regents Park, 
along the Finchley Road to Swiss 
Cottage, Golders Green, and 
back to Ealing via the North 
Circular Road. 

The National Spastics Society 
has paid tribute to G. L. 
McLellan, director of Borough 
Billposting Co. and his drivers, 
Norman Wisdom, Billy Marsh, 
of the Bernard Delfont Agency 
Ltd., and Lamertons of Ealing. 
who supplied the coach, for their 
help. 
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Countrywide distribution is being 
given to this new wire cash register 


unit designed for fast ss & 
Adjustable to fit any six i cash 
register, it was manufactured for 
Aspro Lid. by Acro Marketing Ltd 


Zoé Newton—-milk 
link ‘known to 
59 per cent 


A country-wide = surv 
been carried out by th 
Milk Publicity Counc 
women could suppl) 
word in the slogan 
lot better if you drink n 
Of the sample, 59 per 
them answered “milk” « , 
On women belonging to th 
middle classes the : id 
made an even wider As 
many as 70 per cent the 
were able to supply the 


word when they were shown 4 
card printed with the incomplete 
milk slogan 

The survey came 16 months 


after the present campaign using 
Zoé Newton was launched 


Association of ideas 


The NMPC also 
know if the public c 
Zot Newton with milk, and 
women were shown two photo 
graphs of her from which milk 
bottles or glasses of milk had 
been excluded. They were asked 
to say what that face was asso 
ciated with in advertisements and 
posters, and again 59 per cent 
said “milk.” 

Three further questions were: 

“What do you yourself think 
about the girl in the milk adver- 
tisements?” Unqualified approval 


wanted to 
uld indentify 


was expressed by 68 per cent, 
unqualified disapproval by nine 
per cent Intermediate views 


accounted for 23 per cent 

“Do you think she is attrac 
tive?” Definitely yes, 66 per 
cent; definitely no, six per cent. 


“Do you think she looks fit 
and healthy?” Yes, 83 per cent, 
no, three per cent 

The NMPC's summing up: “It 
would appear extravagant, to say 
the least, wholly to discard an 
asset who has gained so much 
recognition, popularity, and so 
clearly personifies everything that 
is claimed for milk in the adver- 
tisements.”” 
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Butterworth to 


leave Brighton 


Sidney Butterworth, pub! 
director of Brighton. ha 
appointed European pub! 
supervisor of Pfizer } , 
pharmaceutical organis H 
appoigment was ann | 
week by R. C. Fenton, 
president. and John Western 


relations director of Pfiz I 
York Mr. Butterwo 
career as a reporter or oO 


Evening Chronicle, was 
editor of the Press As 
during the war 
assisiant director of 
for the West African I 
Force in Burma 

Plizer's PR in Britain 
by the press and PR d 
Napper, Stinton, Wox 

* * 


* 
Gavin Starey ho 
appointed press office 
tsing Association Cor 
Brighton from May 9 | i 
was press officer to the last NA 


Conferences, at Bournemouth 
Brighton last year 
* * . 

Sir Howard Roberts, on ret 
as Clerk of the London ¢ 
Council will with ff 
January 2, join the | d 
Municipal Journal Lid. M 
Engineering Public { i 
Organisation and Methods (O & M 
Publishing Co., Lid 


itions | 


Rooster director 


Rooster Publicity Lid h 
pointed E. F. G. Saxby | 
bourd of directors of the ag 
As art director. he will be in 


of the art studios, photogray 
copy sections at the Peterh< 
office. Mr. Saxby has been w 
company for many years and w 
formerly studio manager 

* 


Brewood has 


assisiant 


Hw «OC. 


moted to 


been pro 


advertisement 


manager of The Whitethorn Press 
Lid., publishers of Cheshire Life. 
Yorkshire Life Ulustrated ind 


Lancashire Life. Mr. Brewood has 
been with the company for two 
years He was previously with 
Kemsley Newspapers Lid. Another 
Kemsicy man, Douglas W. Davies, 
is also joining the Whitethorn Press, 
mainly to work on Lancashire Life 
which becomes a monthly § in 
February. Mr. Davies has been 22 
years with Kemsley on the Evening 
Chronicle and latterly as senior 
representative on the Daily Dispatch 
* * * 

Gordon Coulson has joined 
Foote, Cone & Belding Lid. as a 
research and marketing cxccutive 
He has previously been with Arm- 
strong- Warden Lid., as head of their 


marketing department. and with the 


J. Walter Thompson Co. Another 
suddiuon to the research staff is 
Henrietta Luxmoore as librarian 


She was formerly with the Chelsea 
Public Library for eight years 
Hilla Reeves has also joined the 
agency as a senior woman copy- 
writer, after five years’ executive 
and copywriting experience at Lintas 
Ltd. and Greenly’s Ltd Shirley 
Seed is now assisting Miss Reeves 


As : copywriter on women's 
sccounts Miss Seed has joined 
FCB from Greenly’s Ltd 

* * _ 


T. F. W. Inns, who recently left 
Hector Hughes & Partners, where 
he was head of the creative depart 

to rejoin ATA Advertising 
Lid. has been appointed creative 
i tor The other two associate 
jirectors are J. A. Denman, in 
harge of production, and E. G. 
Gallon, in charge of studio and art 
vork, both of whom have been with 
ATA for several years 


* * * 


Leslie A. Jones has been 
ppointed manager of the Newcastle 
vch of Rooster Publicity Ltd 
H ns the agency from Richard 
‘ niey (Advertising) Ltd. and was 
yusly an account executive with 

J. Lytle for six years. 


* * * 


Ivan F. Lackin, British repre- 
uive of Fairchild Publications 

» York, sails on the “Queen 
Mary” on December 29 on a six 
weeks’ visit to New York. He will 


he New York offices of British 

facturers and will investigate 

possibilities of increased exports 

mm Britain. Commodities covered 

»y the Fairchild group include tex 

s. footwear, hardware, radio and 
son, 


Sidney Butterwort/ 


Leaving the BBC 
after 27 years 


Eric Hemsworth retire at the 
end of this mont! 27 years as 
assistant head of ivertisement 
department in BI Publications 


He joined the BH ifter seven 
vears in the adv ment depart 
ment of The Fis 

H. S. Batten. has been 
appointed to su m, joined 
the BBC's Welsh | il staff at 
Cardiff 30 y nd trans- 
ferred to the ad nt depar 
ment of BBC P in 1934 
After four years in the army he 
was appointed ) seni post 
of advertisement of The 
Listener 

Allan Duggin ceed Mr 
Batten He ha th BBC 
Publications adv depart 
ment since 19 a break 
during the war. ‘ March, 1951 
he has been ad manager 
in charge of overseas 


publications 


* * + 
William Jones, [ of Grafton 
Arts Lid has ined the 
outside staff of Norford 
Artists. Keystone | Red Lion 
Court, London, E.C.4 
* + * 
Copywriter Sidney Baker has 
joined the cor riment al 
Dolan, Davis. W & Stewart 


Lid He bega ivertising 
career with Lew verpool, 
“¢ years, 


SIX years ago, and 


Kenneth Horne shares a joke with Mrs. Marion Whittemore, Alfred Bird 


& Sons’ consumer service adviser, 


launch two new flavours of Instant Whip 


al 


@ press reception held last week to 


Looking on are Ueft) T. ML 


Smith, marketing director of Bird's, and (right) Erie Jameson, sales manager. 


G. R. 
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Hays 


E. F. G. Saxby 


came south to London Press Ex- 


change Lid. He joins DDW & § 
from F. C. Pritchard, Wood & 
Partners Lid. 

* + * 


British Railways have appointed 
J. C. Sewter, head of production 
section of the public relations and 
publicity department Eastern 
Region. as publicity assistant in the 
same department. in succession to 
A. T. Salmon. 

* * * 


Keith Studd has been seconded 
by Erwin Wascy & Co. Ltd. to 
become information officer to the 
newly formed Bacon Information 
Council Ltd 

* * * 


Bruce Skinner has been appointed 
public relations and sales promo- 
tion manager of the Coca-Cola 
Export Corporation in the United 
Kingdom, from January 1. 

* * _ 

G. R. Hays has joined the board 
of Mark Fawdry Ltd. Mr. Hays 
was formerly with Charles F 
Higham Ltd. where he had been 
a senior member of the television 
department since its formation 
Previously he had been a group 
copy leader with Highams 

* * * 

F. G. Lyall has joined the press 
office of Associated-Rediffusion Ltd... 
where he will be responsible for 
press relations on light entertain- 
ment and sport. in addition to 
general press relations 


* * * 
Edmund Ward has joined the staff 
of The Municipal Journal from 
Butterworths Scientific Publications 
* * * 
Littlewoods Mail Order Stores 
Ltd. have made further changes 
in the establishment of their new 
central buying organisation. E. 
Furlong, sales promotion manager 
for the past two years, has been 
seconded to the new organisation 
on special dutics. A. M. Edgar is 
joinng Litthewoods Mail Order 
Stores Ltd.. from S. C. Peacock Ltd 
to succeed Mr. Furlong as sales pro- 
motion manager. 


OBITUARY 
F. Flanagan 


Francis Flanagan, director and 
secretary of Flanagans Printers Ltd, 
has died in Dublin. 


ABC. Figures 
Jan. to June, 1955 


CAMBRIDGESHIRE TIMES GROUP 
67,42 


Copies 
Weekly 


London Represemative: W. H. WALMSLEY 


69 Fleet Screec. E.C.4 


Head Office: TIMES BUILDINGS, MARCH 


Northern Representative: ARNOLD ELLIS 
#4 Cromiord House, Manchester, 4 


Tel. March 2368/9 
Tel. Fleet Street 9353 


Tel. Blackfriars 6967 
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If your products 
appeal to women... 


According to the I.1.P.A. Survey, 2,885,000 working 
women read the Daily Mirror every day (or 38%, of all 
the working women in Britain). Most of them 

come from multiple income homes and a percentage 
of their earnings is added to those of others in the 


household to make a large family income. 


With the biggest daily net sale on earth, 

the Daily Mirror offers you the lowest square inch 

per thousand rate of all national dailies. The Daily Mirror 
is the world’s greatest mass market medium. 


biggest daily 
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Screen code is revised to cover  6o-ops to study 


This window display, by F. Kir! 
of Norwich, won the national avo 
in Ever Ready's nationa ec 
Fortnight” campaign. Entries 
received from all parts of Br. 
and Northern Ireland. The winn 


_ received £100 


: 64 pages a week 
a 
tn for ‘La Prensa’ 

Pre-1950 British advertisers 
» La Prensa—the Argentine pape: 
g suppressed by ex-President Peron 

and now restored to its former 

owners—are to be given pre 

ference during the present news 

int shortage, Joshua B. Powers 

Fr its British representative, states 

a | Mr. Powers, who accompanic/ 

Dr. Alberto Gainza Paz. owne: 

of La Prensa, when he landed at 

Buenos Aires airport, believes 

that the paper will probably be 

limited at first to 64 pages a week 

—cight on weekdays and 16 on 
Sundays. 

The recent devaluation of the 
peso will greatly increase the cost 
of newsprint and this will un 
doubtedly be reflected in in- 
creased advertisement rales 
throughout Argentina, says Mr 
ik Powers. But since the free market 
os rate, which is more favourable 
rar than the official rate, is applied 
x yments for advertising from 
UK, rates should be reasonable, 
he states. 


Festival films 


in Glasgow 


Eighteen prize-winning films 
from the International Advertis- 
ing Film Festival this year were 


shown at Glasgow's Regent 
r Cinema on Wednesday. “Rhap- 
a. sody in Red.” winner of the 
: award for the best colour. was 
oduced by Anglo-Scottish 

ictures Ltd 


The audience was addressed by 


Ernest Pearl, president of Inter- 
national Screen Advertising 
Services. 


‘new forms of ads’ 


ONE-MINUTE FILMS DE-RESTRICTED 


Under the revised Code of Standards of the Screen Adver- 
tising Association, more than one one-minute national adver- 
tising film may be shown in the same cinema programme. 


Main provisions of the Code 

main unchanged basically, says 
the Association, and the revisions 
ire mostly designed to cover new 
‘orms of advertising and methods 
f exhibition. 

The revision, the first in seven 
ears, entails only one alteration 
© the provisions relating to ad- 

tising copy. 

“This is for the dropping of the 

eparate rules relating to adver- 
sements for medical products 
and treatments; henceforth all 
:dvertisements of this type must 

form to the British Code of 
Standards in relation to the Ad- 
vertising of Medicines and Treat- 
inents 

’ By adopting the British Code, 

> SAA comes into line with 
ve other principal advertising 
media,” says the Association. 

The decision to allow more 
than one one-minute film in a 
programme follows the introduc- 
on in recent years of national 
ivertising films of this length. 
Previously the shortest running 
‘me of these films was two 
oinutes, with only one allowed 
n cach programme. 

nder the revised code, con- 
‘ractors are asked to try to ensure 


‘Gardens on sites’ 


offer to town 


Lincoln City Council has been 
asked by More O’Ferrall Ltd., 
of Birmingham, to consider the 
use of vacant sites in the city 
for garden display panel layouts. 
Its planning committee has 
agreed there might be derelict 
sites where advantage could be 
taken of the offer, and has called 
for a report from. its city 
engineer on any suitable ones. 


Financial work 
of an agency 


W. S. Crawford Ltd. have 
issued a brochure outlining the 
operations of their financial ad- 
vertising division, which has re- 
cently moved back to the City, 
at 4, Copthall Buildings. 

The sending out of notices to 
the press, consultation on chair- 
men's speeches, and the issuing 
of annual reports and accounts, 
are es the services men- 
tioned 


... and of course B -F ‘T Bus Advertising 


ADVERTISING DEPT. B.E.T. FEDERATION LTD. STRATTON HOUSE, PICCADILLY, LONDON, W.I. 


that the two or more films do not 
display competitive nationally 
advertised products. This also 
applies to advertising filmlets. 
Al a reception to introduce the 
new Code, J. Guy Presbury, pre- 
sident of the Association, said 
that it had been designed as a 
“Code of Ethics,” which would 
not only ensure that the adver- 
tiser got full value, but would 


also protect the public 


IPA’s approval 


It has been issued with the ap- 
proval of the Advertising Asso- 
ciation, the As tion of 
Specialised Film P;oducers, the 
Cinematograph Ex! rs’ Asso- 
ciation, the Incorporated Society 
of British Advert , and the 
Institute of Practitioners in Ad- 
vertising. 

All the subscribing rganisa- 
tions are distributing copies of 
the revised Code to their mem- 
bers, and other organisations who 
are co-operating s way are 
the Association of Independent 
Cinemas, the Theatre and 
Cinema Association (ireland), the 
Army Kinema ( ration and 
the Royal Air Force Cinema Cor- 
poration. 


In all, some 6,500 copies will 
be distributed to national adver- 


tisers, advertising agents, specia- 
lised film producers een adver- 
tising contractors. and cinema 


owners and managers 


‘Reynolds News’ 


The problem of maintaining 
“Reynolds News” as an inde 
pendent Co-operative paper in 
Fleet Street “at a time when 
economic factors are more and 
more concentrating newspaper 
ownership in the hands of a 
few combines” (“Advertiser's 
Weekly,” November 25, page 
10) will be considered at a 
national convention on the Co- 
operative movement's role in 
the British press. 

Called by the Co-operative Press 
Ltd., the convention will be 
attended by representatives of 
co-operative societies and 
federations from January 27 to 


Attlee, Hugh Gaitskell and 
Cyril Hamnett, chairman of the 
Co-operative Press Ltd., and a 
member of the General Council 
of the Press. 


Resort press ads 
doubled 


Bridlington will spend about 
£7,300 on advertising and pub- 
— during 1956. Of this £2,300 

will be spent on press advertising; 
pe national dailies, Sundays 
and mass-circulation periodicals ; 
£2,500 on guides, pamphlets and 
posters, £1,200 on information 
services including the seafront 
information bureau 

A total of 220,000 pieces of 
print are planned, including 
70,000 copies of an entertainments 
and attractions pamphlet cover- 
ing the summer season. 

The town has doubled its press 
advertising appropriation since 
1952. 


One of the latest window display units for Air-India, which are now in 


circulation for use in tra 


el agents’ 


windows in the London area. The 


distribution is being handied by Window Craft. _ 


Te/: MAY fair 8886 
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They’re busy in this quarter of England 


Full employment means fat wage packetsfor the | who have been attracted to this quarter of 
889,000 or more families who live within the England by a host of new industries. 
circulation area of the Northern Echo. Where do these people learn about the things 

It is a growing area. Two new towns are they want? For the most part through advertise- 
being developed to provide for the thousands ments in the Northern Echo. 


Published in Darlington. where it has a 68%, readership within the 
town itself, the Northern Echo circulates widely throughout the 
North East. In particular, its penetration into the homes of 
the vast and thriving agricultural communities of North 
Yorkshire and County Durham is unique among daily papers. 


MERLE Ce 


You’re missing much if you miss 


The Morthern Eeho- 


MEMBERS OF THE A.B.C. 112,783 PRIESTGATE, DARLINGTON 


ONE OF THE WESTMINSTER PRESS GROUP OF PROVINCIAL NEWSPAPERS 


“* ATLA ES TICK ec Lecce Ss Ye 


’ \ :. . 
| Feo ey 
é S$ —_ \ S 

; SS A \ - 
en AN \ SS sed abe FEF 

: SS SS ‘ Y —_— 
. SN Z —_ 
Po 

; : 
i _ -_ | —_ 
_ —_ = \ SS 

* _— SS 

: - -_ ss 

4 WS \ . 

\ : 
\ a 
he S 
4 ; SS 
: ‘ gS) gs \ 
. . \ 
Po 

ve 
: : ee 
> 

te 

. ee 

. 

# 

ee 7 — 

} 7 g ) 

q ¥ j : 

P| %, 
a EE ee, es os, I eli pel aithasa i: ROS TAM CE. a Cote Wil, Hh. > Alaa aia 
bs 
‘ a azo Eee 


ADVERTISER'S WEEKLY 


1955 COMPETITIONS 


Second DPSPA prize open 


to non-members 


The Display Producers and Screen Printers’ Association have made 
the “Display” Trophy in their 1955 competitions and awards open to 
all display producing and screen printing firms, whether they are 
members of the Association or not. 

This trophy is awarded for the 
best example of a multipic dis- dimensional. 
play, flat or three-dimensiona World's Press News & Adver- 
imecorporating the use of scree tisers’ Review Challenge Cup, 
process printing the best multiple display, 

Once again open uncond:t naximum size 600 sq. in. 
ally is the contest for the Car!to Saville Award, for multiple 
graph Award, for the sales-aid manufactured mainly 
original design for reproduc f cardboard and paper. 
by screen process printing Phillip Weisberg up, for 

There are 15 sections t us display or exhibition stand. 


multiple display, flat or three- 


competitions. Apart from tix Dane Trophy, for mechanised 
two already mentioned, the creen process printing on any 
comprise for members naterial., 

Holstius Cup, for the best Ircleaven Cup, for non- 

chanised screen process print- 

Interim dividend g on any material, using over 

¢ printings. 

The directors of Associated Dane Award, for non-mechan- 
Newspapers Lid. have declared ised screem process printing on 
an interim dividend on the de naterial, using not more 
ferred shares of 74 per cent less tan five printings. 
tax, payable on January 16, |95¢ George Hall Trophy, for 
on account of the year ending screen printing poster. 

March 31, 1956. Cellon Award, for a transfer. 


A nematograph Weekly 
ophy, for display, poster-craft, 
screen process printing used 
direct cinema advertising. 
nternational Screen Printer 
Display Producer Award, for 
most outstanding novel use 
creen process printing. 
Ridout Championship Cup, the 
reen printing championship, for 
pest example of screen print- 
in the competitions 
Clements and Olley & Row- 
icy Award, for best original de- 
sien for reproduction by screen 
process printing. 


Judging in January 
Entries will be judged at the 
Siar Centre, Park Lane, on Mon- 
day and Tuesday, January 30 and 
31, 1956. Entries should arrive 
between January 23 and 27 
forms can be obtained 

trom the Association 

Tl »¢ prize-winning entries and 
OLD CHARLIE RUPE the trophies and awards will be 
shown at the Display and Screen 
Printing Exhibition at the Star 
Centre, from Tuesday to Friday, 


This new pvetone display for 
Wood's Old Charlie Rum has a silk- Marc 3 6. 19 

screened background, and a three- arch 13 to 16, 1956. 
dimensional figure and base in »”~ 

rubber compound with a vacuum- DI SPAannual meeting 
drawn lantern, illuminated by means The 
of a pygmy lamp. An actual bottle Sc 
of the product is incorporated, and 
internally lighted from the base 
The display was designed and pro- 


Display Producers and 

reen Printers’ Association's 

annual general meeting will be 

held om the Café Royal, London, 

duced by Pytram Lid., in conjunc- 8 Tuesday, February 14. It will 

tion with Roe Outdoor Advertising as usual be preceded by a mem- 
Lid. bers’ luncheon 


DecemBer 9, 1955 


The first bulletin bow 
of Dundee Street, !1 
and constructed by 
dimensional displa 


) be erected in Edinburgh, sited at the junction 
yn Terrace and Angle Park Terrace. 
veneral Billposting Co. Litd., and carrying a three- 
Brooke Bond 


Designed 


tea, the hoarding was booked by 


4. W. Newton Lid. 


‘CONVERTS AT 
5s. A HEAD’ 


The success of erusing in 
securing converts Roman 
Catholicism s lescribed by 
Father Michae! O r, of the 
Catholic Enquiry Centre, in an 
interview with N ¢ Randal! 
in the Daily Sket 

After saying ti e Centre 
used, first, provincia ipers, and 
then Sunday pa; he added: 
“From one adve ent, 600 
people enrolled Catholic 
instruction The rtuisement 
cost £150—ahx ve bob a 
Catholic.” 

Father O'Conr ays he 
receives 1,000 adver- 
tisements in three d 

Agents for the ure Sells 
Ltd.. whose cha nd man- 
aging director, M Olive M 
Hirst, personal! ols the 
account 

Quality sells 

Advertising w s iny pro- 
duct once, but nd sale 
depends on the m«< the pro- 
duct, R. J. Higne ector of 


Glovers’ Advertising Ltd.. told 


members of the Club of 
Yeovil, Somerset. He was speak- 
ing on how resp advertis- 


ing protects the p 


pu . 


A number of the uminated 
signs in Piccadilly Circus have 
recently had their contr circuit 


altered so that their switching-on 


is controlled by daylight intensity. 
London Signs & I|luminations 
Ltd. have achieved this by using 


a number of automatic photo- 


electric lighting control units 
MK.X manufactured by Radio- 
visor Parent Lid Whenever 


tiene —with ron Shelton 
Going 
with Elizabeth Allan 


For full details of these well established 
TV. advertising magazines - and others 
in the « 
with 


Our se Of PP eC Psration - get in towch 


Mrs. RENEE PALMER 
LANgham 2000 or 928! 


‘Pie’ exhibition 
of Russian art 


An exhibition of 209 paintings, 
drawings and illustrations by 
children from all over Russia, 
presented by the Sunday Pictorial, 
was opened at the Royal Water 
colour Society Galleries, Conduit 
Street, W.1, by the Soviet Charge 
d' Affairs N. D. Belokhostikov. 

The exhibition will continue at 
the RWS Galleries until 
December 22 and afterwards will 
tour Britain for a year 

Colin Valdar, editor of the 
Sunday Pictorial, said that the 
exhibition was an “exciting and 
important occasion™ and the first 
full-scale exhibition, in London, 
of art work by schoolchildren of 
the Soviet Union. 


International study 
of labelling 


Regulations about the quality. 
packing’ and labelling of goods 
which, because they differ from 
one country to another are a 
hindrance to international trade, 
are to be examined by the Inter- 
national Chamber of Commerce 
Commission on Distribution. 

The Commission is also to 
study consumer credit in many 
countries, in view of the rapid 
gem ch of hire purchase. 


daylight deteriorates below a pre- 
set level, the signs are auto- 
matically illuminated 

Radiovisor units now contro! the 
displays for Milk, Martell 
Brandy, Pan Yan Pickle, Craven 
A Cigarettes, Gordons Gin, 
Lemon Hart Rum, the Co-opera 
tive Wholesale Society, Cinzano 
Vermouth, Jeypine, Miraglo, and 
Votrix Vermouth 


ADVERTISING 
FEATURES 
LIMITED 


35, Portland Place, 
London, W.!. 
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TALKS BUSINESS 


ADVERTISER'S WEEKLY 


When the doors open will your products get in? 


Owing to unfavourable economic conditions some 
markets of the world are temporarily closed to 
certain products. Yours may be among them. 

Some day—very soon perhaps—these markets will 
reopen, offering big opportunities for increased busi- 
ness and profit. Will your company be in a position 
to make the most of these opportunities? Or will 
its name and products in those markets have been 
forgotten ? 

Through their advertisements in the international 
editions of tire, the world’s leading companies are 
maintainihg recognition and prestige for their names 
and products behind trade barriers now. 

Between them the two international editions of Lire 


circulate once a fortnight in 120 countries outside the 
U.S. and Canada. An advertising campaign in these 
editions will not only increase your company’s busi- 
ness in world markets that are open to it now, but 
pre-sell its products or services in the markets of 
the future 

LIFE INTERNATIONAL average net paid circulatior 
—300,000 copies in English, circulating in 120 countries 
outside North America. 

LIFE EN ESPANOL—average net paid circulation 250,000 
300,000 copies in Spanish, circulating in Central and South 
America. 


These are the INTERNATIONAL EDITIONS Of LIFE MAGAZINE 
with a combined circulation of over 500,000 copies every 
fortnight. 


ve 
28),000 


Write, telephone or call for further tnformation to 


The Advertisement Manager, Life International Editions, 


Time & Life Building, New Bond Street, London WI 


Grosvenor 4080 
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COMMENT 


VOICE OF THE 
PROVINCES 


The development of the Classi- 
fied Advertising Conference 
into a two-day Newspape: 
Advertising Conference is a 
significant event in itself. But 
its real importance lies in the 
widely-held belief that this is 
the precursor to a full-scale, 
annual Newspaper Society Con- 
vention. 

The Conference to be held at 
Leamington Spa on February 
21 and 22 is being organised 
by the West Midlands News- 
paper Advertisement Execu 
tives’ Association. Thus, in a 
sense, it is more localised than 
the old classified event which 
was run by the Midlands Asso- 
ciation in conjunction with the 
Herts and Beds Association. 


But the widening of scope to 
include display advertising gives 
the 1956 Conference an im- 

@ new look as well as a 
oader platform. When the 
ident of the Newspaper 
jety performs the official 
opening ceremony he may be 
starting something soon to 
become a major national event 
in the advertising and publish- 
ing calendar. 

Already the organisers are ambi- 
tious. One thousand invita- 
tions have gone out to 
newspapers in all parts of the 
country and a big assembly is 
certain. 

They are determined, however. 
that it shall be a technical 
business occasion with no 
“politics.” It may be difficult 
to adhere strictly to this in the 
display sessions, but it is 
desirable that agency-publisher 

should not be ad- 
mitted. 


One disappointment 


The subjects for discussion— 

from resort advertising 

to “What the agencies need to 

know about the provincial 

press”—look interesting. if 

| om is any disappointment, it 

is that in the classified session 

there is nothing about the trade 

press or other periodicals 
which carry “smalls.” 

This omission is perhaps inevit- 
able as the Conference is 
reshaped, and it will not detract 
from the value of an occasion 
which will soon be recognised 
as the powerful voice of th 
provinces. 


Talking Points 


Sponsored horse-racing—so why not 
ad aid for Olympics ? 


(HE question of sponsorship 
of sporting events is raised 
again by racing columnist Peter 
O’Sullevan who reports in the 
Daily Express “a revolutionary 
proposal” from “a _ leading 
advertising executive.” 

Following a statement by Lord 
Derby on “the great importance 
f having better stake money in 
this country,” the adman punter 
no prizes for guessing his name!) 
rid 

“Almost unlimited funds would 
he made available by big firms 
were they permitted to endow 
races. 

“How much dignity would be 
lost were Liverpool's Christmas 
Cracker Stakes, for example, to 
e known as ‘Blogg’s Xmas 
Cracker Stakes’—with a £5,000 
ndowment by Messrs. Bloggs?” 

A revolutionary proposal? 
Hardly 

The Black & Decker Plate, for 
two-year-olds, is run at the 
August meeting at Windsor over 
x furlongs. But it is the only 
e for which an advertiser adds 
the stake money. The prize is 
00 guineas, of which 200 are 
wiven by Black & Decker. 

ihe sponsor is well satisfied 
‘ the return he gets for his 

tment. 

\. N. Greaves, Black & Decke 
ivertising Manager, says: “We 

considerably more than £200 
worth of publicity from the race, 
was run for the first time 

thi ye he 

Publicity bonus was the fact 
hat the race was won by a horse 
owned by Sir Winston Churchill 


HIS all recalls a suggestion 
nade in this column in June, 
1954, that the Great Britain team 
for the 1956 Olympic Games to 
be held in Melbourne might be 
sponsored by advertisers. 
Attempts are now being made 
\o raise money to finance our 
Olympics team, but the official 
athletics back appears to have 
been turned on the sordid sug- 
gestion of commercialism! 


Administrator Sandy Duncan 
last year said that the photo- 
graphing of Gordon Pirie accept- 
ing cheques “would conflict with 
the rules of amateurism.” The 
official attitude is that the com 


mittee is prepared to accept 
cheques. 
In other words, “We'll take 


your money, but no_ public 
acknowledgements advertise- 
ments of your firm's generosity.” 

Pepsi-Cola Ltd. sponsored, to 
the tune of £4,000, the trip to 


New York of a team of London 
boy boxers. There w 


Ss no con- 
flict with the rules « nateurism 
in that case. What 1 so different 


about athletics? 


UNFASHION ABLE? 

AST week's BBC television 

presentation of “Portrait of 
a Model” was viewed with a 


critical eye by a number of Lon- 
don agency people 

James T. Hillman director, 
and Ann Roush, ! execu- 


tive of The Robert Fre an Co., 


felt so strongly about hat they 
have addressed a st'fi e to the 
editor of the Radio Times 

They describe t! rogramme 
as “a shocking show window for 
the British advertising pro- 
fession.” 

After criticising presenta- 
tion in detail, they ask : “Why 
Birmingham ?”—a ence to 
the fact that Berna: iling, of 
S. D. Toon & Heath Lid. ap 
peared in an unscripted erview 

The inference is ' the best 


TO-MORROW'S 


@A new, branded cooking fat is 
to be launched soon with mas- 
sive advertising support. A 
leading London agency will be 
named to handle publicity for 
the product which is to be 
marketed by one of the biggest 
soap manufacturers. 


@ Manufacture in Britain of 
Acrilan, a new Ame 


in man- 
made fibre, w ead to a 
stepping-up of compctition in 
the textile market The new 
fibre is cheaper than its main 


competitors, and it will be 
widely advertised 


© First product of the £500,000 
new company founded by 
Sir Charles Colston, former 
Hoover chairman, will be on 
the market during 1956. I¢ will 
be a labour-saving kitchen 
appliance. Extensive advertis- 
ing is expected. 


fashion advertising is produced 
only in London. 

What do the provinces say 
about that? 


“PRICING PAYS 


OUSEWIFE Joyce Stranger 

interested many advertising 
managers — and upset a few 
agency theories—when she wrote 
about her advertising likes and 
dislikes (November 18). 

The main point of contention 
concerns the quoting of prices. 

Typical ad manager letter 
comes from Jack Conroy, of 
N. C. Brown Ltd., the Heywood 
(Lancs) makers of steel equip- 
ment. They have always quoted 
prices clearly in all their adver- 
tising, although the practice has 
“often been the subject of heated 
discussions.” 

He encloses a letter from a 
customer, stating: “It may inter- 
est you to know that we should 
not have bothered to contact you 
had you not stated your price 
which, in conjunction with other 
data, gives the information which 
a busy man should have at a 
glance.” 

Mr. Conroy adds: “We were 
very pleased to receive this letter. 
not only because it strengthens 
the hand of our ‘quote-the-price’ 
school of thought, but also be- 
cause it gives us a clear idea of 
what a potential customer looks 
for in an advertisement.” 


TOPICS 


@A special export service for 
British advertisers and agents 
will be offered by the Contin- 
ental office of a London firm 
of newspaper representatives to 
be opened in Belgium. 


service sales of bread and con- 
fectionery in grocery shops. 


@ After extensive research, a 
new hard-gloss enamel paint 
has been developed. It will be 
introduced with a big cam- 
paign next year. 


®@ Details of a new cylinder press 
for medium sheets will be an- 
nounced early next year. Com- 
pactness push-button 
control are among its features. 


ROUND TABLE 
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nto the homes of wage earners 


picked up, 
put down, 
up, 
down, 


up, 
down, 


up. . . 
(Yes, there is so much 
of interest to read) 


and each time \ 
your | 
advertisement 

is seen with 
renewed 

interest. G Whatever social class you may wish to reach .. 7] 


there is nothing like the local newspaper 
to create and increase sales! 


NORTHCLIFFE NEWSPAPERS GROUP LTD. 


EVENING NEWSPAPERS: Hull Daily Mail . Grimsby Evening Telegraph . Lincolnshire Echo . Evening Sentinel (Stoke-on-Trent) . Derby Evening Telegraph 
' Evening Mail . Bristol Evening World . South Wales Evening Post (Swansea) . The Citizen (Gloucester) . Gloucestershire Echo (Che!tenham) 


WEEKLY NEWSPAPERS: Yorkshire and Lincolnshire Times (Hull) . Grimsby Saturday Telegraph . Staffordshire Weekly Sentinel (Stoke-on-Trent) 
Herald of Wales (Swansea) . Gloucester Journal . Cheltenham Chronicle 


R.H. PENNEY Advertisement Director: 163 QUEEN VICTORIA STREET, LONDON, £.C.4. TELEPHONE: FLEet Street 6000 
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THOSE WERE THE DAYS! 


An impression of the Art in Advertising Exhibition 


(HE catalogue to the Exhi- 
bition of Art in British 
Advertising at the RBA Gal- 
leries, Suffolk Street, S.W.!., 
began with a disarming fore- 
word by George Plante, 
president of the Advertising 
Creative Circle, which should 
have been read first if the 
visitor was to realise the scope 
and limitations of this show 

He wrote: “Many different 
activities are covered by the word 
‘art... We have chosen for th 
purpose of this exhibition that it 
should mean the work of the 
artist or painter.” Here, in ! 
is our old friend Art w a 
capital A wedded to that slu 
Commerce. 

The exhibition included pr 
advertising as well as posters of 
various types, and so far as the 
latter were concerned these made 
an .enjoyable (if perhaps some 
what over-nostalgic) exhibition 
Even the opening ceremony was 
in its way, nostalgic—Sir David 
Eccles remarking, with some 


i 


} 


By 


how of just having thought of 
that hoardings were the art 


mpire 
GPO 


zalleries of the man in the street. 


z 


It was good to see again old 
favourites of the inter-war years, 


Marketing Board and 


designs, Shell lorry bills 


nd Ealing Studios film posters. 
Those were indeed the days! 
Some of the exhibits surprised 
by being so much better than one 
embered and others failed to 
> up to one’s recollection ; an 


ssional 


McKnight Kauffer 


rved to remind us (as did the 


‘ 
vi 


‘nt Victoria 


and = Albert 

show) that here was a 
ynal who never lost sight 
function of the poster and 


ever confused poster designing 
th picture making. 


“ ¢ 


P 


re 


on when 


iv 


ticularly welcome again 
the three Richard Linder 
s produced for Barnes 
os, which created such a sen- 
they appeared in 


Little’s Black Widow was 
rvedly 


there and so were 


ESSENGER 
GROUP 


MAIDSTONE ARTHUR CLAY, 80 FLEET STREET 


A SPECIAL CORRESPONDEN! 


Abram Games Financial Times 
posters, but one { the out- 
standing Games p produced 
during the war. 
Indeed, the many official 
posters produced during the 


war years for the Ministry of 
Information, the “linistry of 


Food and other government 
departments were the most 
notable group o! omissions, 


and the Black Widow appeared 
to be the only exhibit from 
this source. Whaet had hap- 
pened to Lewitt-Him's Vegeta- 


bull and the Shenks’s Pony 

design ? 

Perhaps if the tion had 
been confined to ; t would 
be less vulnerable riticism, 
although many wi! not agree 
that Lyons lithogr id Post 
Office decorations come 
within any strict def m of a 
poster. 

Torn from context 

Press advertisements, however, 
and particularly Art” ele- 
ments or illustrations they may 
embody, are less successfully 
shown when torn { their con 
text and hung in gallery. 
William Gaunt, wt ded the 
introductory article the cata 
logue, perhaps had 1 mind 
when he wrote 

“Painting and drawing, of 
course, are instrup s only 
as far as adver con- 
cerned, contributing » the 
practical end for hich it 
exists, but far from heing the 
whole story. T! | OF ad- 
vertising is somethine besides 

It may be compar: to the 

direction of an rchestra, in 

which there is a number of 
performers.” 

If we accept this, then the press 
advertising artwork on show was 
analogous to the performance 
of, say, the brass section —could 
it by some miracle of acoustics 


be detached from the rest of the 
orchestra’s performance of the 
advertising symphony? 


One not represented 


However, such misgivings did 
not stop the visitor finding many 
admirable drawings in this sec 
tion One noticed in passing 
that, although his work has now 
found its way into press adver- 
tising, Rembrandt was not 
represented in the exhibition. 
Perhaps the advertisement § in 
question was not submitted, but 
one likes to speculate on the 
selectors’ problems if it had been 

After all, if Millais, why not ? 
And yet—and yet ! 


Sponsored by 


‘The Times’ 


HE exhibition reviewed 
here, and which closed 

on Wednesday was organised 
by the Advertising Creative 
Circle and sponsored by “The 
Times.” The Circle comprises 
men and women who are 
directly concerned with adver- 
tising and the membership is 
limited to 100. Among the 
aims are the encouragement 
of the highest standard of 
creative skill in advertising 
and the extension of the influ- 
ence and opportunity of 
advertising writers and artists. 


The doubts then that one may 
legitimately have had about this 
exhibition were that it begged 
too many questions and suggested 
that problems were easier of 
solution than in fact is the case 
The Observer critic, in briefly 
noticing the exhibition, wrote 

“One can imagine how the 
tubes would be transformed if 
all the simpering decolletée 
minxes were swept away over 
night and there flooded in these 
designs by Sutherland, Hillier 
and Rabin.” 

Well, one can; so what ? 
Part of scene 


This over-simplification will 
just not do to-day. Posters and 
press advertisements are an estab- 
lished part of the contemporary 
scene If, however, many of 
them do little to ennoble it, this is 
for a variety of reasons that do 
not all derive from the Philistin- 
ism of the advertiser or the 
ineptitude of the agency and the 
art director. 

Since the inter-war years adver- 
tisers have come to believe that 
response can be measured with 
some approach to accuracy, and 
they, therefore, feel convinced 
that the days of hit-or-miss appeal 
to the public are numbered. The 
decolletée minxes that the art 
critic would so willingly forgo, 
and even more the great output 
of unadventurous repetitive 
advertising, are by no means 
accidental, and if they are to be 
replaced it will need to be by 
something demonstrably at least 
as effective. 

If this is to be evolved it will 
need to come not entirely from 
the illustrator or the easel painter, 
although they may have much to 
contribute, bur from the designer 
in advertising and the whole 
creative team. 
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THE UPWARD TREND OF COMMERCIAL TELEVISION (5) 


aoe xen ae ++ gf 


Goodrich, Sales Promotion Manager of Revlon, 


Does Commercial Television sell the goods” 
Revlon, the great cosmetic firm, for one, are ‘“Television really sells the goods 
absolutely certain that it does. All their facts There is every reason for these spectacular 
and figures go to prove it. figures. For television is unique in the directness 

From September 25th onwards Revlon with which it reaches the potential customers in 
advertised their new hair-spray “Satin Set”’ ex- their most receptive state of mind. Television, 
clusively on Commercial Television. The result? in fact, is a selling medium with terrific impact 
From then on sales all over the London ITA Particularly at weekends, where Revlon concent- 
area started to rocket. rated two-thirds of their Commercial Television 

One store set a target 40°, above their normal time. For ATV has attracted a huge, loyal! 
sales. They actually sold 140%, over normal. Some audience which it is building up and up. No 
stores doubled their sales; many stores sold right advertiser can leave ATV out of his calculations 
out. “No question about it’ says Mr. George Book your time well in advance. 


and quickly 


From strength to strength with 
—make ure F your Lime “Ow 


ABBOCIATED TELEVISION LIMITED. TELEVISION HOUSE. KINGSWAY Telephone, Chancery 4466 
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WOMAN’s deep understanding of women has achieved a 
strong, personal bond with its millions of readers. 

An adequate confirmation of this accord are the 8,600,000 letters 
mailed to WOMAN in 1954 and 1955 — responding to editorial offers, 
seeking advice and information. 

More than any words, these “‘ STAMPS OF APPROVAL "’ speak volumes 
about the complete confidence, the deep respect, the thorough belief that 
WOMAN has established in the hearts and minds of its readers. 

Translated into advertising opportunity, this STAMP OF APPROVAL 

signifies that more than 6,000,000 women are conditioned to be readily 
responsive to the sales messages that appear in WOMAN. 


WORLD’S GREATEST WEEKLY FOR WOMEN 


A.B.C. weekly net sale (Jan.-June, 1955) 


3,201 ,404—and still rising ! 


HARRIS KAMLISH. ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96-98 LONG ACRE, LONDON, W.C.2 
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Commercial Spotlight 


DECEMBER 9, 1955 


Music must add to the atmosphere 


By TELETASTER 


N last week's issue of ADver 

TISER’'S WEEKLY (page 22) 
my eminent colleague, Copy- 
taster, had a few words to say 
about the jingles which have 
been jangling in our ears over 
the past few weeks, and which 
increase as Christmas ap- 
proaches. 

He is lucky, he does not /u: 
to listen to them to write ! 
articles! But for all that, one 
cannot help but echo his cr 
anguish. Yet I do not think his 
Suggestion that “free” classica 
works and traditional melod« 
should be incorporated w 
work very well. Only on one 
two occasions have they 
used in the United States 
very sadly at that 

In case some advertiser should 
in sheer desperation, fasten 
this simple way out, let u 
examine the “why nots” of the 
situation 

Classic and traditional musi 
although well loved. can be cata 
logued with the Charleston, s 
far as slick up-to-date advertising 
is concerned. Modern cop us 
regards the spoken or lyric word, 
is far removed from the “thee's” 
and “thou's” that set the pace 
years ago. Except in parody 
simply cannot write in stacca 
modern prose to the measured 
phrases of old music 

It just will not work 


Mental associations stirred 


One of the difficulties faced by 
film producers as a whole, where 
music background is concerned 
also confronts the commercial! 
producer, Music should add to 
the atmosphere and the mood set 
forth in the scenario and any 
music which can draw on old 
mental associations, or in any 
way cause the individual to be 
distracted from the story being 
told, is not good background 
music 

Only when one is very sure 
that every member of the 
audience will have the same 
association, and that particular 
association is relevant and so 
required, can recognisable past 
compositions be used. There 
are very few such pieces of 
music that can be utilised to 
back up a modern sales plug. 

Also we have to contend with 
the unfortunate circumstance 
that exists in which the majority 
of our television audience are 
composed of people who are 
quite happy (or shall we say, 
indifferent ?) to endure modern 
music, no matter how bad, but 


ATSAAS OOD Tok ere srr “st \& 


ne of the tyre tests featured in the Dunlop tubeless tyr 
mercial is a series of fast runs over a man-made pot! 17 inches 
Teletaster thinks it one of the most impressiv. 
commercials 


have an immediate revulsion to 
classical type. A few bars 
Liszt would, In my view, 
ively disconcert our potential 
bu even though they adver- 
tised a popular brand of beer. 
One cannot help but be amazed 
that a few good jingles have been 
produced, After all, it is a brand 
ew field for most musicians, and 
that poses quite a number of 

As a nation we have 
rather tended to develop cither 
Flear or “Sweet blackbird 
that warbles in. the meadow” 
approach, rather than the Amer 
can style of music. This is not 
to say that we have not pioneered 
a lot of classical jazz. We have 
but that does not help us much 


' “mM 
pre ems 


The lusty infant 


Commercial television, like all 
lusty infants, cannot help baw!l- 
ing (unmelodiously) to start with 
and let us hope the advertiser 
himself will add to his “other 
altributes the role of music 
master. In closing on the Copy- 
taster issue, can we not all agree 
that anything is better than 
switching On to hear and sec 
some obnoxious child singing, to 
the air of “Greensleeves” 

Surrevmints are my delight 

I eat a bag-full every night. 
My mum says they're good for 

me 
She ought to know, cos’ she has 
them for tea!” 

And do not say, “That could 
not possibly happen here !” 


a eT 


television 


istration 
vel seen. 
Commercial televis has 
already proved that ing can 
happen—no matter how bad! 


Very pleasant jingle 


One of the e pleasant 
yingles that has con ir way, 
however, is the | Chico 
coffee commercia It starts off 
with a few seconds of animation, 
establishing a ttle haracter 
wearing a sombrero and rhythmic 
South American isi¢ sets 


the pace right from the first 
note. It certainly shows that we 
do have some good commercial 
composers in this country if you 
look hard enough 

This little 30-second com- 
mercial finishes smoothly the 
way wt should, with a gir! and a 
cup of st¢aming cofice and a 
short verbal plug, in which a 
close-up of the pack is shown. 
In my view, Betty McDowall 
does an excellent job, as usual, in 
a warm, accentless voice which 
slides the spoken words in and 
out of the jingle without causing 
any feeling of jerkiness 

One can class Miss McDowall 
as a great asset to the advertising 
fraternity, as many already 
acknowledge, judging from the 
number of different products she 
has sold on our screens It is a 
pity there are so few actors and 
actresses who can speak with 
the relaxed, pleasant manner so 
necessary to the television sales 
message 

However, as with other types 


of talent, we can hope and 
expect that new people will 
grow with the medium. Our 
problem in Britain has been 
more difficult than that faced by 
the Americans when television 
started there because the adver- 
tiser had a limitless pool of com- 
mercial radio announcers well 
skilled in “pitch practice.” We 
had to start from scratch. 


Impressive demonstration 


In my last article (ADVER- 
TISER'S WEEKLY, November 25, 
page 38) | commented on pro- 
ducts that have difficulty in 
finding a sales message that 
convinces the public that they 
should forget about competitive 
brands. This week let me men- 
tion the Dunlop tubeless tyre 
commercial surely one of the 
most impressive demonstration 
jobs yet seen on our screens ? 

The last one I saw, followed 
an urgent plea from George 
Jessel, for viewers to Stay tuned 
to the station because they had 
lots more wonderful girls in 
store, and he seemed so per- 
turbed that his audience might 
switch over to the BBC at the 
hint of a selling plug, that he 
almost went down on his knees. 

He should not have worried. 

The commercial was more 

entertaining than the mediocre 

variety show he was compéring! 

And, to speak plainly, Dunlop 

certainly sold me tubeless tyres. 

First we saw a gauge register- 
ing the correct air pressure for 
the tyre, and there then followed 
a scene of great carnage as huge 
nails were pounded into the pro- 
duct under the eagle eye of 
RAC _ observers. The car, 
apparently none the worse for 
this treatment, was then taken on 
a long drive 

Only on this one small point 
do I think the commercial fell 
down a little: why, oh why! 
did we have to go hand-in-hand 
through virtually every village 
on this endurance trek ? 

The Dunlop people spent 
hundreds of pounds in film and 
time costs taking us up to Scot- 
land by the long and short roads 
and back by way of every sign- 
post that ever graced the British 
countryside 

Since the Independent Tele- 
vision Authority's reception area 
dropped away after the first few 
miles, they could not really 
justify the “local interest” 
gimmick, so useful for the 
flagging commercial. All that 


@ Continued on page 22 
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In terms of hard cash, there is no one quite as well worth knowing 
as the English-speaking Tycoon. The responsibility for massive spending 
is one he shoulders with uncomplaining fortitude. 
All he needs is a little friendly guidance—which you can best give him 


(a cool 54,000 of him) through the advertising pages of The Economist. 


. 
The Economist 22 ryder STREET, ST. JAMES’S. LONDON, S.W.1 
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An imaginative approach 
to petrol selling 


mattered was that after so man, 
hundred miles, 
checked again, 
have the same pressure as wher 
they started. 

Now this is a very believab 
demonstration which I am su 
no one will doubt was on the 
level. After all, the RAC were 
brought in as official observers 

. $0, Dunlop, spare us nex 
time the arduous preamble, and 
let us get on to the conclusion 
It will be a far better commercia 
and the money saved can go & 
wards making another onc 

* * * 

It 1S very encouraging to 
that the Esso Petroleum C: 
pany have found a good sa 
format, which they are curre: 
plugging. Most of the petr 
commercials to date have cor 
sisted either of a nebulous clain 
that “Our petrol is best, becaus: 
it has Zoop, Zim and Ziz! r 
the type that hopes you wil! be 
charitable and buy our brand bx 
cause we showed you a couple 
of minutes of glorious Eng 
countryside. 

Our friends in Esso have now 
come up with an imaginative 
approach which demonstrates 
that your car uses a lot of petro! 
when the engine is first started 


the tyres were 
and found to 


thing “So 


Then, by way of 
ittendant, We 


‘ 
i 


a garage 
learn that Esso 

mmediately, etc., etc., so 
ng on the petrol. 


Claiming the same 


There is nothing like finding 
sul that all competitors are 
1iming the same thing as you 
pur the television advertiser 
use Imagination and foresight. 
Maybe, ome day, the detergent 
risers will wake up and 
that they are all telling 
housewife exactly the same 
and So, washes 
“or are we to go on 
iding words like “. 
P” Gs oa ) 
etc., etc. Perhaps somebody 
! invent a whiteness meter. I 
| imagine Mrs. Bloggs buy- 
Smish” because it gives a 
g of 9897 degrees on her 
d man’s handkerchiefs. 

\nother point that has been 
over the last few days 
nat a number of commercials 
be asking the housewife 
assurance that they agree 
h the claims made for the pro- 
This appears especially to 

n food commercials. 
presenter prepares some 
ttle treat from a box of 
poder and then turns engagingly 


1 


’ 
vAner 


Mier 


Nw 
te 


Half a million homes... 


The combined A.B.C. net sales of my papers 
amount to over half a million a week. Being 
weeklies, most of them are delivered into 
the home, and stay there for reference until 
the following week's issue arrives. Use 
the Weeklies for your advertising. 


This is a scene from the 
opinion of Teletaster 
of prese 


to the camera and says Joesn't 
that look good?” Ag with 
the Brand's Paste commercial on 
our screen the other y, the 
voice said, “Who doesn't like 


chicken paste?” 


Apart from the fact that the 
close-up showed a jar of meat 
paste, it was inviting the 
obvious and unflaticring retort 
from a viewer whose cntertain- 
ment programme had been in- 
terrupted. An old sales axiom 


David L. Clackson 


80 FLEET STREET, LONDON, E.C.4 


Telephone : FLEct Street 2626 


Representing 


Lyons Chico television commercial. 
Betty McDowall is doing a very good job 
e the product. 
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In the 


(See page 20.) 


which applies very strongly to 
television selling is: “Do not 
ask them if they like it. Tell 
them that they do!” Once 
again, the positive approach to 
selling is best. 

The Express Dairy organisation 
has produced a commercial which 
shows great promise and then 
gets too greedy. There were 


some very good selling points 
@ Continued on page 24 


COVENTRY STANDARD 
CUMBERLAND & 
WESTMORLAND HERALD 
NEWARK ADVERTISER 
ROCHDALE OBSERVER SERIES 


A.B.C. Net Sales in excess of 500,000 


RUGBY ADVERTISER 
WELLINGTON JOURNAL & 
SHREWSBURY NEWS 
WHITEHAVEN NEWS SERIES 
WINDSOR SLOUGH & ETON 
EXPRESS 
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G ps \ -length—a complete 

Bs X ad every bit as unbec: 

; ; \ 7 ught their hemlines up ju 
. i very probably the length 


the wholesale designers in th 
all, have to cater—very much ; 


Jer width and the use of f 
: is achieved by cut and by 
ing a little below the should’ 
h fullness at the bustline, and an 
een in many houses. Evening dress< 
tely Empire in line—made in so 


are very revealing ! 


ics, the bodice is swathed, with the skirt fr 

ight from under the bustline—a difficult I 

ir, but lovely on the tall willowy figure’ 

ol suits have this princess line. Fur app 

j ‘eal as exotic trimming on evening a 


\ / “s. and fabrics Be furs 
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Did you know that women readers of the Birmingham If you plan to sell in thig prosperous area you need these 
Evening Despatch (and there are 151,000 of them) spend statistics which are published in “A £31,000,000 Market”. 
over £23 a head every year on major items of clothing You need this booklet — and you need the Evening 
4 for their own use? This is only one of the many facts Despatch. 
5 given in an up-to-the-minute survey covering an area Write for your copy to T, G. N. Pearce, London Advertisement Director, 
2 ithi il di f Bi ngham’ . hich WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED, 
S WIERER 8 COR HRNS FOCUS GF EIFMINERSM 5 CONEFS HH WHIC 167-170 Fleet Street, London, E.C.4., orto: Kenneth W. Bailey, 


the Evening Despatch has 93% of its sale. Advertisement Manager, EVENING DESPATCH, Birminghom 4. 


is all you need to know about this 
£31,000,000 market 
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* Make greater use 
of your POSTERS 


EXTEND TO 


T.B.L. TRANSPOSTER 
VAN ADVERTISING 


A number of in 
used exactly as the 


oster sizes can now be 
T.B.L. Van sites. They 


include Double ‘ ad Crowns and 48°x 20". 
By using the T.f poster Service, advert- 
isers can great the effectiveness of a 
poster campaign w ' extra printing and design 
costs, Bus adver for example, can use posters 


intended for d g e bus fronts and backs 


(20°x 30°) and f ears (48°x 20°) on T.B.L. 
Van sites to augment the coverage of bus routes and, 
even more im; put their message across 
in areas where r tt poster sites are available. 
Double Crowns and Quad Crowns designed to 


advertise Ext 


shers, Films, Demon- 
easily accommodated 
Rates are reasonable. 


strations et r 
on Transposte 


T. B. Lawrence have 20,000 van sites ovailable throughout the 
country, every one a mobile solus site. Ali enquiries receive expert 
and personal attention, whether for large or small, local or national 
campaigns. 


T-B'L Full details sent imm ediately on request to 
T. B. LAWRENCE LTD. 
344Ccl t's Inn, London, W.C.2. reieohone CHAncery 6677 (3 lines) 


THE ORIGINATORS OF VAN POSTER ADVERTISING 
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Bargains announced on TV 
get buyers to the store 


made about some Christmas and habit might be developed for 
birthday cakes whic! »*ked very that shop if the counter service 
appetising The audience was follows up the television attack. 
directed to the nearest Express So remember, try and Keep it 
Dairy shop to make the pur- simple. Sell one thing at a time 
chases To plug your whole range of 
So far, all well | good. goods merely makes for con- 
But then’ the commercial was fusion and loses vital sales 
crammed full of plugs for eggs, points 
butter, milk and pr y every- . 
thing one would n y expect Father is here 
to find in a dairy. | set that Well, Christmas is upon us for 
these were all esconced IM Cat the first time in commercial 
riages drawn by mn train television. Already a number of 
merely sdaed oP nfusion. advertisers have made the 
By the time th nmercial cardinal error of using Santa in 
rushed bey — ; — their commercials. So far, half 
ra ate igen fi , 4: , cal a dozen bearded characters have 
’ . spoken huskily—and I have the 
the Express Dair nother horrible feeling we are going to 
shop, with nothing t mmend see many more. By the time the 
i over and above | = New Year comes round, we 
A successfu ie de- shall, I think, have had a score 
veloped over a | years of Santas each more phoney 
by shopkeepers i 5 (who, than the rest, all urging us to 
by virtue of t local buy watches or razor plades and 
= “py _ : bev “presents for our loved ones.” 
ee <3 pete Ma How annoyed we are all going 
always gives the wife the children exactly how the deuce 
feeling that she ting a this chap gets around so much 
bargain. In a nun cases and yet is the universal pro 
5 . - » st 
the commoditie have Vider, for free. As the shopping 
been reduced in ist for days get fewer how the harassed 
that particular week and to make =: Vile We'rrs will love to be pestered 
an added attractior and cajoled by a crowd of 


Then when they cet the cus- Presenters, whose sincere selling 
tomer into the shop. there is claims will appear as false as the 
a much better chance that she beards they wear 


might somehow be pcrsuaded To all those advertisers who 
to buy a number of other do not use this ‘original’ and 
goods that have not been adver- imaginative gimmick to irritate 


tised—and, indeed, a buying the public Happy Christmas! 


[ 


“-7e7- 


Conference on the commercial 


Shown here in conference are the television personnel at McCann 
Erickson Advertising Ltd Left to right (standing): Casting and 
music director, Eric Robinson; head of television, Barry Barron 
film director, John Irwin television account executive, Andrew 
Johnston Left ft rient siftine®) Produc tion secretary Elizabeth 
Catheart; script editor, David Bernstein; animation director, John 
Reed ; film producer, Derrick Wynne ; television art director, Denis 
Mutter; and film production manager, Michael Seligman 
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le disproving of 
a myth 


| here is a tendency nowadays to look upon 
the written word as an obsolescent way of 
telling anybody anything. 

What with radio, T\ , the wordless cartoon, 
and the horror comic, there seems to be some- 
thing in this. It isn’t just that “they won't 
read copy”’—it is held that they won't read 
anything. 

But we know that this just isn’t true. The 
Reader’s Digest offers advertisers millions of 
men and women who really read. The Reader's 
Digest is written to be read, bought to be 
read, and then passed on to others to be read. 
And to the surprise of the pessimists, The 
Reader's Digest guarantees a million sales. 


In other words, here is a mass medium 


which is intended for readers, people who 
are prepared to think about what they read 

whether they are reading articles or adver- 
tisements—the kind of people who influence 
others. A myth is disproved, And a very good 


thing, too, 


COLOUR ? certaincy: 


Any second colour you want at only £25 extra per 
page—£15 extra for half a page. And full colour 
printing on The Reader's Digest heat-set rotary press 
costs only 20°/, more than black and white. 


BLEED ? or course: 


Both pages and half pages can bieed: 40°/, more 
space at only 10°/, more cost. 


A MAGAZINE FOR READERS, WITH A GUARANTEED MILLION SALE 
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Legal Queries Answered 


Where the ad man stands with 
the new Food and Drugs Act 


By OUR LEGAL CORRESPONDENT 


DeceMBER 9, 1955 


o HE Food and Drugs Act, imption, any food rendered the health of a person consum- 
"7 1955, which received the ‘Jurious to health by the addi- ing it, but also to the probable Our Legal Correspondent, 
. Royal Assent on November 22, n of any substances to the cumulative effect of articles of a barrister who specialises 
i is what is called a “consolidat- tood or by the abstraction of any substantially the same com- in advertising law, answers 
aes es : nstituent. position on the health of a ] ri ived f 
: ing” Act—that is, it brings person consuming such articles —— Se ae = 
53 within one Statute the Food Range of offences in ordinary quantities readers. ‘ 
and Drugs Act of 1938, the Thi euler section Gf the Readers are invited to send 
35, tne Similarly, it is an offence to aS particular section Of th their problems, which will be 
Food and Drugs Amendment ell, expose, or advertise for sale, Act then goes on to say that in 
ak ne Aric ‘ treated in strict confidence. 
Act of 1954, and a 1950 Act » drug injuriously affected in Proceedings which consist of ad- Replies will be forwarded 
re which is concerned with milk, ts quality, constitution or  vertising for sale of any food or by oe wtthent Gitar. to 
dairies and artificial cream. potency by the addition of any drug, it will be a successful de- ante anne Ay 
- : a h fence for the person charged to corresponde 
Theref > new nce to the drug, or the . » 
erefore, it contains no ne » that he w: Neither the Editor nor 
legislation. traction of any of its prove that he was a pc'.on whose 
eee —_———- constituents. business it was to publish, or to our legal ———- t oes 
P= yi - nor as 4 gar Whether an article of food Tange for the pubi:-ation of, — any y tor me 
Y at meal ) K sation. is injurious to health may be @4vertisements, and that he re- aes & 
. — ce to the advertising 0! considered to be a subject on ccived the advertisement for 
oods and drugs, the time seems which tw i publication in the ord y course 
opportune t -state the |: n > ces may be j 1 fb 
oPPc : - re-state the law on held, but the Act tries to help of business. course Of DuUSsINess. — 
is subject. . by declaring that in determin- This defence. it would seem Whether or not it would be 
In the first place, the 1955 Act ing whether an article is clear, would absolve {rom legal Vailable to an advertising agent 
re-enacts that it is an offence for injurious to health, regard shall blame a newspaper proprietor 5 Well is a matter which cannot 
a person to sell, offer, expose or be had not only to the prob- who received and published the ¢ settled until the courts have 


advertise for sale for human con able effect of that article om advertisement 


in | ordinary @ Continued on page 28 


who It’s little use hoping for the best 
when you start planning 
‘ what to print on, 
[ ~ 
poin 5S You can’t monkey about with paper. 
Your choice of materials 


will inspire the mood of the project 


out 


the 
pitfalls ? 


or shatter it. 
To help you avoid the traps 
that paper sets, and select 
the kind most brilliantly apt 
for the purpose, 


why not simply : 


speak to Beas 


SPICERS LIMITED . 19 New Bridge Street . London EC4 


Telephone : Fleet Street 4211 
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PIONEER SALES AND ADVERTISING SERVICES 


PIONEER SALES TEAMS 


The exclusive services of Pioneer Sales Teams are available in all main cities 
and industrial areas. Selected areas are fully covered by mobile teams working to 
a concentrated system of map squaring and all Pioneer Sales operations are carried 
out in closest association with the client’s own Sales Executives. The Pioneer 
Sales Service includes, where required, delivery of goods by our own delivery fleet, 
and storage facilities in our main depots are provided without charge. 


FIXING SERVICES 


The Services of our experienced Advertising Staff are available at all times in 
the main cities and industrial areas, and periodically for country and coastal work. 
They are fully trained in the placing of all exterior and interior advertising at retail 
outlets, covering the use of paper, transfers, plastics, showcards and display units. 
Each team carries an expert in the use of glass and metal work. Decentralised 
control ensures a high standard of display and care of material. All teams are 
mobile. 


SAMPLING AND CIRCULAR DISTRIBUTION 
The Distribution Service is administered quite independently of Retail Adver- 
tising Services and employs a completely separate staff. Female personnel only 
are used for distribution duties and are most carefully selected. All distribution 
and sample work is closely recorded and supervised. 


Above Services available singly or collectively. Estimates and Preparatory 
Schemes submitted without obligation on enquiry to the Service Director :— 


PIONEER SALES AND SERVICES, 
l6a Sheringham Road, N.7. 
Telephone Number : NORth 5094. 


LTD., 


Depot Offices London, Manchester and Birmingham. 
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What the new Food Act 


means to ad men 


given their judgment on it. 
The act opens the door, not 
only to the newspaper pub- 
lisher, but also to the person 
whose business it is ‘to arrange 
for the publication of adver- 
tisements, provided that he can 
prove he received the advertise- 
ment for publication in the 
ordinary course of business. 
This defence would not seem 
to be available to an advertising 
agency, because normally an 
agent cannot be said to receive 
an advertisement for publication 

he may write it, draw it or plan 
it, in fact, he may do everything 
with it except receive it. How- 
ever, it would be a nice point 
for argument if it ever came 
before the courts. 

So far, we have been consider- 
ing only possible offences which 
might arise from addine or sub- 
tracting from food or igs, but 
another important sect deals 
with false labelling, or advertis- 
ing, foods or drugs 


Label problem 


It is laid down that 
who gives with any fo 
sold by him, or displa 
food or drug exposed by 
sale, a label which | 
scribes the food or d 
is calculated to musica 
its nature, substance 
is guilty of an offence 
proves that he did not kr 
could not with reason. 
gence have ascertained 
label was of such a chara 

A person who publishe 
party to the publica 
advertisement which 
scribes any food or drug 
calculated to misicad 
nature, substance or qu 
also guilty of an offence 


are, however, two possible 


fences if proceedings are brought 
in connection with such an ad- 
vertisement. 

These defences are that the 
person charged did not know, and 
could not with reasonable dili- 
gence have ascertained, that the 
advertisement was of such a 
character, or, once more “that 
being a person whose business it 
is to publish, or arrange for the 
publication of, advertisements, 
he received the advertisement for 
publication in the ordinary 
course of business.” 


Agent’s position 
Again, the publisher of the 
advertisement would seem to be 
free of the danger of prosecution, 
but there is still a doubt about 
the position of the advertising 


stressed that in this Act the 
phrase “calculated to mislead” 
means “likely to mislead” and 
the Act further declares “a 
label or advertisement which is 
calculated to mislead as to the 
nutritional or dietary value of 
any food is calculated to mis- 
lead as to the quality of the 
food.” 


Further, in proceedings for an 
offence under this section, the fact 
that a label or advertisement in 
respect of which the offence is 
alleged to have been committed 
contained an accurate statement 
of the composition of the food 
or drug shall not preclude the 
court from finding that the 
offence was committed. 

In view of the heavy penalties, 
provided by the Act, advertisers 
and their agents concerned with 
the advertising and labelling of 
food and drugs should be 100 per 
cent accurate, both in the letter 
and the spirit, of any claims that 
they may make. 


Newly installed at the bie “His Master's Voice” showrooms in Oxford 


Street, London, is the “Browserie. 


In the centre of the hall are stands 
of records, presenting a wide variety to shoppers 
are sound-proof alcoves, each with a record player 
many customers [0 Piay over 


Along three sides 
This enables 
the records of their choice 


simultaneously, thus very considerably speeding up the process of 
choosing and buying. Sales at rush hours have leapt up. 
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Children from Dr. Barnardo's Homes 


in the Sharps Toffee sequence from 


the Christmas edition of “‘Tips”’ 


Can the Man-with-the-Gong 


bring YOU a profitable New Year? 


NOT ONLY AT CHRISTMAS do people enjoy 
“going to the pictures’’. All the year round they 
fill the cinemas, eager for entertainment by their 
favourite stars, open to influence by good adver- 
tising films. Many large-scale advertisers know 
from experience what fine results to expect from 
their cinema advertising; Sharp’s, for instance, 
were so encouraged by results from the first three 
weeks’ run of the current Christmas ‘‘Tips”’ that 
they have booked again for nert Christmas! And 


the Man-with-the-Gong — symbolising The Rank 


Organisation— produces and exhibits not only 
“Tips” but also two-minute films, filmlets, and— 
soon—‘‘Shop”’, the new idea in cinema advertising. 

The Man-with-the-Gong has what it takes 
to sell your products on the screen—vast ex- 
perience, modern equipment, creative ability, 
popular stars, busy cinemas—all the makings of 
effective cinema advertising. All the Rank screen 
advertising activities are centred in J. Arthur 
Rank Screen Services Limited, 11 Hill Street, 


London, W.1 (Grosvenor 6353). 
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70P S THE TIL l | Review af House Organs 


Industrial editors ‘key 


men in production’ 
says BRIAN HILTON 


AGREE with almost all to articles on travel, on old 
you have said,” a mem- furniture and any other on 

"es t subject. But on _ industria 
aA pe? Hef = 7 ane pen problems most of them are com- 


have said it to the wrong pletely silent. 

people. We industria! editors Range of subjects 

want to do these things, but we 

have bosses. I would like my If I had not already been aware 
| chairman, and managing direc- Of the immense difficulties of 

tor, and sales manager. and all dealing with such thorny subjects 

the vest of the biors hy, to as production, time and motion 


study, and costing labour I 
have been here to-day to hear should not have been left ‘in 


from you the importance of ignorance. Indeed, almost half 


| what many of us have been my questioners told me how 

| trying vainly to do for a long dangerous, indeed impossible, it 

| time.” is to refer to these matters at all. 

Yet any industrial editor worth 
The address had been given to : per - 

| the Industrial Editors (Welfare) his chair will at all times try to 

Group at the headquarters of the 8 . 


; d ment on these affairs. He will 
eRe ince Sok und goatinualy “endeavour to find a 
| failure of most indust, ‘editors so his — = t ~ ie ge 
to deal with the outstanding -° 2 ee oo 
industrial problems of the day. readers. He will go on trying to 
Most internal magazincs are full ens F  -sgeeeeaee from the 
of social gossip, sport and chit- = 

chat. They give no end of space @ Continued on page 32 


. . with this new wire cash 
register unit for ASPRO LIM TED. 


- 


Good merchandising is good business—that’s | i ifn | Ex ra ir = 
why ACRO design and produce displays that will sell uBR THRTY-SEVEN 


YOUR product ! itl peat hgs ges anc 


Mr. R. R. WALKER, GENERAL SALES MANAGER OF tee — 
% ASPRO LIMITED SAYS :— = ESS 


We believe that any sales effort must = is : : —. 
be backed by a progressive merchandising == SS tt = srs 
policy. These displays by ACRO help us to | — yay 
really sell ASPRO ot the point-of-sale. ne : 3p : c = js 


For successful point-of-sale advertising 25 = : = = - 
phone or write .. . : t= : === rade 


ACR @ Marketing Ltd.. 


~_ ADVERTISING DIVISION, 


9 WARWICK COURT LONDON W.C.! 
This is how the editor of “Timken Times” helps his readers (employees 

Telephone : CHAncery 5654-5 of British Timken Ltd.) to get a grasp of national affairs as related 

to their everyday work. In Brian Hilton's view such features are 

highly valuable to-day. 
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CARDBOARD POINT-OF-SALE DISPLAY 


oe OD en 


SCREEN PROCESS PRINTING 
FOR LONG RUNS 


Screen Process Printing—thanks to 
mechanisation—is able to compete 
successfully with other Printing 
Processes and with these advantages :— 
No expensive Colour Blocks, Dynamic 
colour values, Quick Delivery. 


©” MECHANISATION SAVES YOU °e, 
BOTH TIME AND MONEY 7 
IN THE PRODUCTION F 


OF SALES AIDS 


% = These illustrations are 
actual orders representing 
** Long Runs” of Screen Process Printing 
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Advertise to Prosperity 


» Coal in Durham for 200 years 


Enough has been said by the National Coal Board 
about the existence of vast resources of coal under 
the sea off the coast of Durham to offer high hopes 
that the East Durham coalfield Is assured of a 
thriving future for at least another 200 years. 


> Full employment in ’Pools Yards 
into 1959 Delivery dates of ships under construction 


represent continuity of work in the West 
Hartlepool shipyards into 1959. 


.-. and you cannot cover 
County Durham without 


“* SUNDERLAND ECHO 
NORTHERN PAILY MAIL 


WEST HARTLEPCOL 


BILLINGHAM STOCKTON 


EXPRESS EXPRESS 
The Loca! Newspapers 


LONDON OFFICE : 85 FLEET ST. EC 4 


Telephone FLEet Street 2845. 


THE NORTHERN WHC 


AND BEL POST 
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House organs—an aid to 


increased production 


NATIONALS 
IN THE 
ELECTION 


This is how the “Nat 
the National Cash 


For a journalist's ©» is to 
give information; a.c what 
kind of journalist ‘« be who 
does not seek to give 'nforma- 
tion on worth-whilc inatters, 
who does not want to say 
something? 


That the obstacle > high, 
that management has ‘irst to be 
| taught that the indus! al editor 
can really help, that the tight- 
rope of comment is siretched 
over an abyss, and th: ne gets 
awfully tired of su ng an 
effort which nobody seems to 
want, are not reasons for spend- 
ing one’s whole life writing of 
the things that do not matter 


Rates and betails from , | 
143 FLEET STREET | EAD OFFIC | 
BRID 


LONDONECS ES’ BELF 
PHONE: FLEET 9179 PHONE: BELFAST 2 


| sold. 


done by people who do 


Creating understanding 


Those industria! editors who 
can make a real contribution to 
this outstanding problem, who 


| can, if only by a little, help to 


raise output without increasing 
costs, who can bring management 
and men a little closer together, 
who can delay by a day ‘he onset 
of a strike because they have 
created just that little extra un- 
derstanding and confidence — 
those editors will take their place 
at management level. 

Such men will not be interested 
in the advertisements for house 
organ editors at £800 a year. 

go further 

Not only are most editors shy 
of industrial subjects — They 
are shy of business subjects, too. 

To read their papers you 
would think that life was one 
long round of football, darts, and 


| beauty competitions. You would 


not think that things have to be 
You would never learn 
from them that there is anything 
more to running a business than 
paying wages and improving can- 
teens 

Why? 

Is it that editors themselves 
know nothing of business 


' Post’ told its readers (it is the journal of 
r Co. Ltd.) of the part their machines had 
n the General Election. 


economics, or the techniques of 
sales management? 

Or is it that there is a con- 
stant struggle for power 
between editors and sales man- 
agers; the editors being too 
jealous of their independence 
and the sales managers wantin 
to dominate rather than col- 
laborate ? 


Aid to selling 


Looking ahead a year of two, 
I would not give much for the 
chances of an editor (or paper) 
that could not give practical help 
with either the manufacturing or 
the selling sides of the business. 
If and when harder times come 
and economies have to be made, 
there are lots of internal publica- 
tions that could be discontinued 
without much loss. 

The picture is not all black. 

There are journals that do a 
good job, one way of the other, 
or both. Here are some interest- 
ing features from some of them. 

Timken Times (British Timken, 
Ltd.) runs a feature on Parlia- 
ment and industry, interpreting 
political events. The 37th article 
has been reached, so presumably 
nobody's toes have been trodden 
on too hard. This kind of article 
needs to be authoritatively writ- 
ten, but there is no reason why it 
should not be syndicated since 
there is practically no overlap of 
readership among internals. 


All questions answered 


In Northern Lights (North 
West, Merseyside and North 
Wales Division of the Central 
Electricity Authority) readers are 
invited to submit questions 
These are answered by no less 
an authority than the divisional 
controller. His name appears at 


the head of the feature and the 
@ Continued on page % 
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Right in the 
Industrial Picture 


ADVERTISER'S WEEKLY 


‘Aitda @ s | ; 


Advertising in THE FINANCIAL TIMES puts you 


right in the industrial picture, for it carries your 


sales message into the offices and boardrooms 
where industry's big buying decisions are made. 
See how many leading industrial firms advertise 
regularly in the pages of this important 
newspaper. They know from experience that 
for reaching Industry’s senior executives 

and right to ‘ Top Management’ there is no 
substitute for THE FINANCIAL TIMES 


Men who mean business read 
Advertisers featured ; THE BOWATER PAPER CORPORATION 
THE FINANCIAL TIMES ; LTD, WILMOT BREEDEN LTD, FIBREGLASS LTD. BRITISH 


every day TIMKIN LTD. GUEST KEEN & NETTLEFOLDS LTD. BRUSH 


ELECTRICAL ENGINEERING ©CO. LTD THOMAS DE LA RUE 
& CO. LTD. THE PLESSEY CO. LTD. BABCOCK & WILCOX LTD. 
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and... 


is going along with her! 


Here’s a young woman who knows a thing or two about a thing or two. 
Shopping, for instance—she’s really good at that. She knows that the sensible 
place to start a shopping tour is right there in the pages of the magazine that 
exactly reflects her own tastes and interests. 

She and SHE have much in common. Sometimes they may give an im- 
pression of frivolity—but that’s only because they’re both young, and they 
both have a great future in front of them. But when it comes to business, 
they’re both pretty practical. She is a shopper who likes to think before she 
buys: SHE is the magazine that sefs her thinking. 


Doesn’t that set you thinking, too? 


F. H. AYRE 
Advertisement Manager 


SHE, 21 Ebury Street, London, $.W.1. Tel: SLOane 7221 


SHE, published by THE NATIONAL MAGAZINE COMPANY LIMITED 


Publishers of : GOOD HOUSEKEEPING HARPER'S BAZAAR VANITY FAIR) HOUSE BEAUTIFUL 
SHE - THE CONNOISSEUR . THE GOOD HOUSEKEEPING BOOKS 
Proprietors of: THE GOOD HOUSEKEEPING INSTITUTE 
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ADVERTISER'S WEEKLY 


Board Room decisions are based on sound 


knowledge of economic trends. 
THE 


BANKER 


is the acknowledged authority on national 
and international economic developments 
and financial policies. 
Directors and Executives in a wide range 
of concerns rely on //// BANKER for 
this information. 

Advertise in THE BA. 


level readership. 


to reach high 


THE 


BAN Kk 


S$. CORBETT, Ads 


ER 


' Manager 


9-11, POULTRY, LONDON, E¢ TEL: MON 8833 


. « « . and for all 
BART’S KIDDIES A REALLY 
BUMPER CHRISTMAS PARTY 
thanks to 


The Fleet Street and Column Club 


Christmas Lunch Collection 


DecemBer 9, 1955 


‘Treat chiefs as people 


in the house organ’ 


PROBLEM PARAGRAVHS 


1 te eh te Dement Cnet Me — —mn 
te Oe ped owed er ee — ia * 


~— rr OF Tha 2 “ 


All questions sent in t 

by the North West, M 

Central Electricity Aut) 
layout of the 


answers are as blunt the 
questions. 

This feature has been running 
for a year or so, and has now 
moved right up to the front of 
the book where it occupies tive or 
six pages. 

A similar feature is run by the 


journal of the Lewis drapery co- 
partnership. Again questions are 


often brutally frank and the 
answers match. In this case. how- 
ever, all the answers are not 


given by one person, but by the 
appropriate authority 


Keyed to the selling job 


The whole of the journal 
Searchlight (Kleen-e-ze brushes) 
is keyed to the selling job. It 
has adapted the American tech- 
nique of competition between 
areas and salesmen and actual 
sales figures are published 

The Gestetner Magazine is 
duplicated, complete with 
pictures. This talks shop al! the 
time and the proportion of 
general matter is small 

National Post (National Cash 
Register) has become a little 
“softer” im recent months, but 
the slant it has is still business 
rather than the social round. 
Like the Goodyear journals, it 
tells about people and organisa- 
tions who use the company’s 
products. The salesman-competi- 
tion element, however, has been 
reduced. 

Finally, will some editor show 
managers as people? 

The chairman and the managing 
director often seem as remote as 
Martian gods. Do the workers 
realise that the managing direc- 
tor probably does the washing-up 
after his evening meal at home? 


me 


. 2 MOC ANCA ACCOUNT ee er mo + et eee Oe 
™. Of Sm EE” » 


editor of “Northern Lights,” published 
side and North Wales Division of the 
, are answered authoritatively—and the 
ature makes it easy to read. 


And that the impersonal company 
secretary, who applies the rules 
with such cold impartiality, pos- 
sibly spends his weekend playing 
bears with his grandchild. 
Again, when the chairman is 
pricked does he not bleed? 


. . * 

MANY INDUSTRIAL editors have 
stories right under their noses that 
are absolutely exclusive. Here is 
a* good example: Hunting Group 
Review ran an article by the 
charter manager on “Flying 
animals” which would have been 
an ornament to any of our news 
magazines. 


Rotating display { 


This wire 


rotating dispenser 

stand has been made by Victoria 

Plastics & Designs Ltd. for Brand 

& Co. The stand holds 18 small 

jars of the advertiser's fish and 
meat pastes. 
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INSTITUTE OF WORKS AND 
HIGHWAYS SUPERINTENDENTS 


“MUNICIPAL ENGINEERING” 
BECOMES INSTITUTE’S OFFICIAL JOURNAL 


The Institute of Works and Highways Superin- 
tendents has agreed that ‘‘ Municipal Engineering *’ 
shall incorporate the Institute’s official! journal as 


from the issue of January 6th 1966. 


‘‘ Municipal Engineering ’’ will each week, in 
addition to its usual editorial coverage, contain 
exclusively the Institute’s features, articles and 


news items. 


The Institute’s one thousand members, also its 
associate members, who are Civil Engineers, 
Chartered Surveyors and Contractors, will get 
their weekly copy of ‘‘ M.E.”’ This latest step 
means increased circulation, greater reader- 
ship interest and wider scope for 


advertisers. 


Basic page rate of £23 is unchanged 


MUNICIPAL ENGINEERING 
3-4 Clement’s Inn - WC2 - Holborn 5502 
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ADVERTISER'S WEEKLY 


~ DOYOU KNOW 


HOW MANY PEOPLE can see the posters of a campaign? 
HOW MANY TIMES cach can ve the posters? 

HOW MANY POSTERS .-- required to provide a given 
repetition and coverage? 

HOW REPETITION AND COVERAGE VARY as the size of a 


campaign increases or decreases’ 


HOW TO ARRANGE EQUAL REPETITION AND 
COVERAGE in different towns? 


WHAT IS THE EFFECT ON A HINTERLAND of a poster 


campaign in a town? 


HOW CAN POSTER AUDIENCE RESEARCH HELP ON 
MEDIA PLANNING P 


Poster 


If your answer to any of these questions u 


Audience—Study II", pub 
“DON'T KNOW", then perhaps you luhed by Mills & Rockleys Limited 
should see the report of the research wored this extensive surve 
which was undertaken to find the I are concerned in any way wit! 
answers. Your agency now has a copy ver planning this is designed & 


of “The Size and Nature of the help y 


MILLS & ROCKLEYS LTD. 


Pianned poster advertising in more than 200 tow ‘ead Office: 2! Queens Ad., Coventry 
"GA MRI 


Take TWO 


Ghairs... 


Mr. Brummell’s greeting to his ‘fat friend”’ has come down 
to us as a classic example of the ‘ countercheck quarrelsome "’— 
a reminder that, behind the smooth mask of Regency manners, 
lurked an untamed residue of primitive boorishness. 

It was hard work being a ‘beau ' in days when the martinet, 
Mode, and the tyrant, Ton, cramped limbs and spirit alike and the 
merciless quizzing-glass laid bare every flaw in the facade. 

Elegance is the fruit of careful study. The graceful layouts 
which distinguish the best of today's advertising were not created 
without pains but, where the Grant prosecror has been used, the 
painand thestrain have been eliminated. ‘With this precision-built 
camera lucida’ (we quote) “life is made easier '’ for the Art Direc- 
tor and the Studio Manager. 

Install @ GRANT PROJECTOR in your studio and rejoice in the 
new perfection of your visuals and in the saving of time, labour and 
worry on every job. It will, in fact, save two chairs by reducing 
your staff needs. 

The GRANT PRODUCTION CO. LTD., 4 Rathbone Place, London, W.1 
(Musem 8717), 47 Cornwall Street, Birmingham, 3 (Central 4131) and 
7 Little Park Street, Coventry (64978) 
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Public Relations 


Combined operation is 
needed with advertising 


This article is based upon an address, “Advertising and Public 
Relations To-day,” recently given by Sir Stephen Tallents, to the 
Royal Society of Arts. 


HAT is the basic distinc- 
tion between advertising 
and public relations work? I 
have not often heard demands 
for a definition of advertising. 


Advertising speaks for itself 
through more than one mature 
organisation. 

I have often been enged 
to produce a definiti public 
relations. I could reply quot- 
ing the detailed iefinition 
ipproved by the In ite of 
Public Relations; but prefer 
to parry the quest light- 
heartedly with the st of the 
golf professional wt und a 
tramp asleep upon vourite 
green, kicked hin keful- 
ness and was met wit! e pro- 
test——“That’s not the to get 
new members for club.” 

Public relations ¢ ce all 
that the professional 1 have 
done if he had though ° tramp 
a desirable member hardly 
think that he would h esorted 


to advertisement 


Complementary activities 


More seriously, I recognise that 
it is sometimes difficult in practice 
to draw a clear-cut yetween 
advertising and public tions 
work Factors ternal 
organisation or of personality 


ften enter in 
What I am quite clear about 
is that the two activities are 
complementary and thai, so far 
from being treated as rivals, 
they should be recognised as 
allies, each capable of render- 
ing valuable support to the 

other, which thus secure by a 

combined operation more effec- 

tive results than they could 
have achieved by unconcerted 
expeditions. 

Throughout our community 
the importance of the conveyance 
of ideas and the prob- 
lems which that presents 
far less than 
importance The 
main trouble is that so 
many elements in problem 
intangible. The transport of 
goods and of persons can be 
scheduled with precision, and its 
arrivals recorded and reported 
No such exactitudes are possible 
n the This 
intangible quality provokes and 
facilitates ignorant criticism 
Incidentally it makes the 
a sure target for 
pursuit of economy 

This handicap is found even in 
quarters where expert interest and 
guidance might be expected 


constant 
traffic 
recognition 
demands 
I believe 


receive 
their 


the 
are 


transport of ideas 


service 
Treasuries in 


Take the economists, for 
example. Earlier this year | was 
associated with a commission 
entrusted to the Intelligence Unit 
of the Economist to provide an 
unbiased assessment of the 
values of advertising. One of the 
reporting team afterwards wrote 

“My first reaction on examining 
the works the theoretical 
economists was one of surprise 
They seemed to have damned 
advertising largely by ignoring it 


or 


Reluctant economists 


from the 
economists, 
come up against 
advertising, have found them 
selves facing material different 
from the other components of the 
industrial process and have 
haulked at its study There its 
here plainly an important oppor- 
tunity for economic research 
A reluctance to do full justice 
to the problems of publicity is 
sometimes to be found nearer to 
the front. If a new road or rail- 
way, for example, an aerodrome. 
a port or a factory is contem 
plated, immense care is taken to 
study all the factors concerned. 
from the site, both above ground 
and beneath it, to the details of 
construction ; and the results are 
presented in a series of elaborate 
blue-prints 
How often are comparable 
pains taken, by those who 
commission it, to provide 
material which their agent 
requires for the essential 
framing of a publicity cam- 
paign ? 


clear 
most 


It seemed 
report that 
when they 


Almost as discouraging from 
the agent's point of view is the 
attitude of some clients that they 
know better than he how to con 
duct the campaign 


Importance of salesmanship 


Salesmanship in its broadest 
sense requires, but is not getting, 
as much serious attention as the 
subject which has received so 
much emphasis in these last few 
years, namely, productivity 
There are still too many quarters 
in which the genuine needs and 
possibilities of advertising and 
public relations work are either 
disregarded altogether or dis- 
missed as a necessary evil with a 
shrug of the shoulders and a per- 
functory sanctioning of a public 


ity appropriavion 
My own experience, divided 
pretty equally between straight 


@ Continued on page 42 
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Orrice EQuIPpMENT News will go t tential buyers of 
the highest quality—to administrati ind management 
directors, office managers and purchasing officers; to 
firms with a minimum staff of 100 » local government 
offices, hospitals etc., with a minimum administrative 
staff of 40 and to at least 5,000 important 
Editorial will cover all types of office pment and every 
advertisement will adjoin editorial. Each month advertisers 
will receive a statement detailing the recipients and their 
categories. All entries will be keyed and quick reader- 
service coupon provided 


overseas buyers 


ADVERTISEMENT RATE 


(FULL PAGE) Type area |!}" x Bj deeds of 


ah 
ADVERTISEMENT RATE 
(BASIC UNIT) 
For 12 insertions, per insertion £46 
6 £48 
Single insertions £50 


GUARANTEED MINIMUM 
CONTROLLED CIRCULATION 


30,000 


copies monthly 


Type area Si = 4 


For 12 insertions. per insertion 46 


6 


Single Insertions 


GUARANTEED MINIMUM 
CONTROLLED CIRCULATION 


3,000 


copies monthly 


£48 


ADVERTISER'S WEEKLY 


COMPLETE SERVICE for ali 
who make, distribute or sell 
office equipment will be affor- 
ded by these two new journals, 
Each will serve a separate 
field, whilst together they will 
provide 100°, coverage of the 
user-buyer and trader-buyer of 
office equipment and applian- 
ces. Both journals will have a 
guaranteed circulation. Each 
month they will be sent, free 
and direct, to the most 
important consumers in 
this great and growing field. 


Orrict EQUIPMENT TRADER meets the urgent tr 


expanding industry Ih 


retailers now sell office equipment and tl 


£50 increasing every year. Through the Traper ti 


turer can announce his product-plans in ad 


up his outlets, prepare the trade in ry wa 
sales of his products. It will go free and dir 
sell office equipment. With cach copy will als 


of the Orrice Equipment News 


Send today for Rate Cards and further details to :— 


BUSINESS PUBLICATIONS 


Mercury House, 109/119, Waterloo Road, London, S.E.! 


Telephone: WATerioo 3388 (20 lines) 


LIMITED 


City Office 180 Fleet St.. E.C.4 


apers 
WITH ONE PURPOSE — 
pe 
—TO SELL OFFICE EQUIPMENT 
Office Equipment News 7 
ka 
_—_ 
' Office Equipment Trader 
—— wa = 
| a 


Achieving a high ratio 
of sales to enquiries 


HIGH PROPORTION of the enquiries which result from 
A advertising and editorial announcements in BUILDING 
EQUIPMENT NEWS are converted |v firm business because the 
carefully “ vetted ” 32,000 controlled circulation of B.E.N. is 
sent only to the men who are in a position to buy and specify 
—architects, builders, contractors. civil engineers and govern- 
ment and local government officials. 

Copies of B.E.N. are not broadcast. Only those in certain 
positions and categories are eligible to receive the journal. 
The secret of the tremendous pulling power of B.E.N. is the 
fact that every editorial item deals with something that is 
NEW. Its readers eagerly scan the journal as soon as it is 
received and act quickly either by writing direct to the manu- 
facturers or by using the special Reader Service enquiry form 
which provides space for requesting information on a number 
of products in the editorial or advertisement columns. 

The results speak for themselves. In the twelve days 
following the publication of the October issue of B.E.N., 2,027 
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enquiries were received by our Reader Service Department 
from the following sources :— 


Architects in private ue _ . 659 
Local authorities .. — 
Contractors _building, civil, i, public works, 
demolition, ete. ... ... 1,071 
Electrical contractors ‘ se 41 
Heating and on contractors bie 41 
Shopfitters  ... on ‘ oes bie 14 4 
Research has proved thet we —s about a third of the i 
total number of enquiries, the remainder going direct to the a 
manufacturers. we 
BUILDING EQUIPMENT NEWS obtains results and should be ~~) i ," ~~ 
included in any advertising programme directed to the building t \ . 
industry. " wT 


THE 32,000 CIRCULATION IS ONLY SENT TO PEOPLE 
IN CERTAIN SPECIFIED EXECUTIVE POSTS 


B.E.N. gives the cheapest rates 
all £1-5-0 per thousand names 


pus PUBLISHED | > 
. MONTHLY BY _ 
x TOTHILL PRESS 
LIMITED © 
33 Tothill Street | 
. ‘London S.W. , 


— WHITEHALL 92 
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LEICESTER 


A WEEK 


Largest in rural 
ESSEX 


Type 
Identification 
Chart 


Devised by F. Parkinson and 

R. Parsons. A very useful gadge: 
for typographers, printers 
publishers and advertising 
production men which presents 
a completely new method of 
identifying type faces. Easy tx 
use, it will save much of the time 
that 1s wasted in thumbing 
through type specimen books 

7s. 6d. net 


PITMAN 


Porker St. Kingsewov, WC 2 


PLASTOIC 
BINDING 
now at 


Griffith 


PRINTERS SINCE 1850 


Prompt service on 
Plastoic Binding 
now offered by 
W. P. GRIFFITH & SONS LTD 
154 Clerkenwell Road, 
London, E.C.1 
ephone: Terminus 7363 
RADE ENQUIRIES WELCOMED 


McCONNELL’S 
(LONDON) LTD. 


Belfast Office 


Rate Cards and Specimen 
Copies will be welcomed from 
all publications 

Please address to 


R. R. P. Chapman, Aeviden! Manager 
MeConnell’s (London) Led. 
13, Whitehall Buildings. 
Ann Street, Belfast 
Northern Ireland 


COSTING 
FOR 
ADVERTISING 


Directors ! Sales Executives 
Advertising Managers! Is every 

rtising { you spend “pulling” 
with all its might? Check your 
findings with “ Costing for Ad- 

tising "’, the book many of you 
helped to write. Latest, behind- 
the-scenes information vividly 
sustains the author's contention 
that advertising costs are assessable 
within well-defined limits. Bril- 
lant, authoritative, provokingly 


readable See his Nnetrating 
Commercial T.V. analysis Ex- 
amine his Five Year Plan for 
launching a new product 


Costing for Advertising,” by 
Robert Brandon. Published by 
BAILEY BROS. & SWINFEN 
12/6 
READY ON MONDAY 
ALL BOOKSELLERS 
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The role of the PR men 
in advertising to-day 


forward administration and pub- 
licity, has left me convinced that 
the efficient preparation and con- 
duct of publicity is qu iS eXact- 
ing a task as any plain adminis- 


trative function It is not, as 
many suppose, a maticr of wining 
and dinmg, of lunches and 


hunches. Entertainment has its 
place although its importance 1s, 
sometimes evasively, cxaggerated 
Bright thoughts, too, have their 
place 


Campaign planning 


Fundamentally, however, the 


preparation of a publicity cam- 
paign implies a complicated 
programme involy among 
other elements, a th study 
of the material, a precise time 
table allowing for a quick, short 
range output, as in press, and 
a slow, long-range output as on 
the cinema screen, and e enlist- 
nent of a great var of gifts 
among those who w ntribute 
to its execution 

The client (whethe t be a 
government department. a board 
of directors, or an ind:vidual) is 
rightly absorbed in p ems otf 
administration or production 
and that very absorp! orevents 
him from looking at s daily 
work from the porn view of 
the outside public or | watch 
ing for opportunities ringing 


it alive to the public. That view. 


point demands a mar a unit, 
continuously on wa from a 
special and different angle. Here 
the accumulated knowledge of 
the expert in aiming. executing 


ind assessing 4 Campaiz comes 
in. 


Jealousy factor 


Few men in private life at first 
sight approve their own portraits 
Many clients at first sight are 
similarly puzzled. or even dis 
mayed, by portraits of their un 


dertakings prepared in ' shape 
of publicity schemes. They pro- 
test, for example—son mes in 


apprehension nternal 
jcalousies—that al// their activi 
ties, and not only those selected 
by a trained eye, should appear 
on the canvas. | have seen many 
promising portraits reduced to a 
drab and inefficient dullness by 
this attitude 
I am sure that the right 
policy for the client is to 
choose his sentry with the ut- 
most care; then to keep him 
regularly and authoritatively 
informed of both his policy 
and his problem: to give him 
full facilities for studying the 
material—but thereafter to 
leave him a very considerable 
liberty in the execution of his 
task. 

An important aspect of our 
subject which, | sometimes think, 
receives too little attention, is 
that of the secondary dividends 


which good publicity yields. hk 
was brought home to me years 
ago now in the two years which | 
spent as public relations officer at 
the Post Office. We made films 
of which the primary purpose 
was to sell various Post Office 
services. Some of them—‘“Night 
Mail” and “Industrial Britain, 
for example—are still occasion 
ally shown on the screen and by 
a few of us vividly remembered 
They fulfilled their primary func- 
tion satisfactorily 

But they also served an internal 
purpose. 

They gave to many members 
of the staff a new view in their 
entirety of operations of which a 
small part only could be en- 
trusted to any single unit. They 
gave to large bodies of the Post 
Office staff a sense that at last 
their faithful service was being 
recognised; a sense, also, of be 
longing to a fine service 

That kind of secondary divi 
dend has enhanced value on the 
labour market of to-day. A man 
likes not only to get a full view 
of the processes on which he 1s 
working. He likes to feel that he 
is working for an undertaking of 
known public repute It is a 
factor which not only makes for 
contentment among those already 
employed but affects the choice 
of those, both parents and young 
people, who are considering 
where to look for their first open 
ings 


Tradesmen were 
present 


O celebrate the launching of 

the 1955 edition of Kemp's 
Directory, Fleet Street and the 
London editors of provincial 
papers, as well as the trade 
press turned out to a cocktail 
party in force 

The attraction? Various 
representatives of unusual trades 
classified in the directory were 
also invited 

Among those who attended 
were a comb cleaner, a composi 
tion maker of ships’ bottoms; a 
dog grate renovator; a tobacco 
humidizor, a stroboscope maker 
etc. Hilarity accompanied the 
guessing of the various trades, 
and discussing the work in detail 

The 1955 edition of Kemp's 
Directory has been increased by 
459 pages, making a total of 
2.227, and an additional 30,000 
classified entries The book is 
divided into Six sections 
London, provincial, law, com 
mercial television. export and 
overseas. Every entry has been 
checked by personal calls, by 
telephone or by letter 

Public relations for the Kemp's 
Group of publishing companies 
is handled by John Bretton 
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Hulton looks 


al 


‘den 


lership Survey 


[CLASS] analysis of HOUSE & GARDEN 


readership 


Men & women tal readership tn all classes 670,000 * 
AB class 260.000 


C class 180.000 


Housewives Potal readership in all classes 230,000 
AB class 120,000 


C class OOL000 


Total readership in all classes 330,000 
AB class j10.000 


C class BOL0O0 


Analysis of HoUsE & GARDEN readership by | AcE | 


16-24 vears 25-34 vears 35-44 vears 15-04 vear- 


Men & Women 


OOOO BOLO) } 0.000) 210.000 


* This is equivalent to more than 16 readers per copy, and the cost 


3/4d per page per 1,000 readers — lowest in its field 


Issued by Conde Nast Publications Ltd \dvertisement De yt ida Regent St. WI 
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* 1953 


A.B.C. FIGURES 


— 51,497 


* 1954 —52,582 


* 1955—54,848 
Rate: 15’- S.C. 


‘SPECIAL FARMING PAGES 
"EVERY WEDNESDAY AND SATURDAY 


Farmers in Norfolk and North Suffolk 
rely on the market reports and advance 
agricultural information given in the 


_™ Eastern 
tising is 
editorials. 


Daily Press.’ The adver- 
studied as closely as the 


DecemBer 9, 1955 


GOES 
DOWN ON THE 


FARM DAILY TO 
11,000 FARMERS 


The rich, productive acres of East Anglia have once again contributed a 
valuable share of the essentia! food supplies of the nation—much of the 
seed, stock, feeding stuffs, implements, and even the land itse!f, will have 
been bought as a result of advertisements seen in the ** Eastern Daily Press.” 

The confidence of the tarming community in their daily newspaper is 
reflected im the steadily rising circulation, and certainly no agricultural 
campaign can be complete unless the “‘ Eastern Daily Press"’ is included in 
the schedule 


RATE CARDS AND SPECIMEN COPIES FROM 


NORFOLK NEWS COMPANY LIMITED 


LONDON STREET. NORWICH 151 FLEET STREET. LONDON. £.¢.4 
Telephone : Norwich 23231 Telephone : Fieet Street 9355 (3 lines) 
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ADVERTISER'S WEEKLY 


Eastern Counties Survey 


Industry and agriculture maintain 


prosperity for four million 


O illustrate the nature of 

the market in the Eastern 
Counties we propose to 
describe the marketing and 
advertising facilities available 
to an advertiser planning the 
regional launch of, or an area 
campaign for, a range of 
branded canned fruits, states 
the report of the ADVERTISER'S 
WEEKLY market investigation 
team. 

In a review of this length it is 
not possible to do more than 
outline these facilities; it will, 
therefore, perhaps be most help- 
ful to concentrate attention on 
certain salient factors. They 
have, of course, a wider applica- 
tion than to the product in ques- 
tion in the sense that they would 
be considered in the regional 
planning of almost all types of 
consumable goods. 

The factors we propose to dis- 
cuss are the following: 

@ Regional characteristics, 
including indications of the 
current level of prosperity, dis- 
tribution of the population, the 
pattern of regional industry, 
and recent industrial develop- 
ments 

@ Regional outlets available 
to the advertiser for the distri 
bution of his product 

@Forms of preliminary 
market research investigation 

@ Recent developments in 
the fruit canning industry 

@ Advertising facilities avail- 
able in the region ; 
An examination of this list 

will show that much more could 
be written on each item than 
space permits. However, our 
initial consideration is that of the 
general pattern of the region 
itself. The Eastern Counties 

Norfolk, Suffolk, Huntingdon 
shire, Cambridgeshire, Bedford- 
shire, parts of Essex and of Hert 
fordshire, and for the purposes of 
this review, Lincolnshire—are 
homogeneous in the sense that in 
each county there exists a highly 
important agricultural industry 
and a traditional pattern of rural 
life; heterogeneous in the sense 
that, side by side with the rural 
influence, there exists an increas- 
ing diversity of regional industry 

Neither in former days was the 
region, nor is it to-day, without 
industrial centres. In_ earlier 
years Norwich was the centre of 
a flourishing woollen industry. 
and Daniel Defoe records that 
“120,000 people were busied in 


A phase in the processing of quick frozen peas at a Birds Lye factory 
The growth of the quick freezing and canning industries have brought 


hasic 


changes to the economy of the 


Eastern Counties, and further 


large-scale developments are projected 


the woollen and silk manufacture 
of that city.” And in Ipswich by 
1620 the transitional stage to 
capitalist employers in the cloth 
ing industry was taking place. 
To some extent the establish 
ment and growth of these indus- 
tries originated in the arrival of 
Flemish immigrants who were 
also responsible in part for lace- 
making in Bedfordshire. More re- 
cently, in the period between the 
wars, Norwich was the leading 
area for the production of high- 
quality women’s shoes, while in 


predominantly an 
there was a 


Lincolnshire, 
agricultural county, 
variety of industries connected 
with farming and a large iron 
and steel industry round Scun- 
thorpe 

Stee] output rose more rapidly 
there between 1913 and 1937 than 
in any major producing area. 
Production in 1913 was 241,000 
tons, whereas in 1937 it was 
nearly 1,300,000 tons, and pig- 
iron production more than 
doubled from 450,000 tons to 
1,043,000 tons in the same period 


Rise of processing gives 
farmers assured market 


| present times, according 
to the census reports, al- 
though the total employed in 
agriculture, horticulture and 
forestry is still higher than for 
any other group, the figure for 
those employed in metal manu- 
facture, engineering and allied 
trades is only slightly less. 
Scunthorpe is the centre of a 
flourishing iron and steel indus 
try: Lincoln and Ipswich have 
light and agricultural engineering 
industries ; Cambridge has indus- 


tries embracing the manufgcture 
of scientific instruments, tele- 
vision and radio apparatus, and 
aircraft components 
In the agricultural areas there 
has always been employment 
for female labour, helping to 
harvest sugar beet, potatoes, peas 
and fruit, apart from the grain 
crops, but the newer light indus- 
tries are now providing additional 
opportunities 
Even in Scunthorpe, where 
few openings exist in the iron 
and steel industry for women 
workers (and the high earnings 


in that industry have made sup- 
plementary incomes less impor- 
tant, and there is no tradition 
of factory work) a new indus- 
try has been established which 
may provide permanent and 
growing employment for 
women. In September this 
year a new hosiery factory was 
opened by N. Corah (St. Mar- 
garet) of Leicester which may 
eventually employ anything 
from 250 to 500 women. 

In Bedfordshire the recent in 
dustrial growth of Luton and 
Dunstable has perhaps been 
greater than that of any other 
area of the same size in the 
United Kingdom In the early 
3s the combined population of 
the two towns was about 70,000 

Luton 61,000 and Dunstable 
7,000, 

According to the County 
Census Report (1954), the popu 
lations in 1951 were 110,381 and 
17,109, respectively. When it is 
realised that, in addition to the 
old established industry of hat 
making, manufacturing industry 
embraces firms such as Vauxhall 
Motors, English Electric, Elec 
trolux, Hunting Percival Aircraft. 
Skefco Ball Bear ngs, Laporte 
Industries, D. Napier & Son. and 
others, it is not surprising that 
such a large expansion has taken 
place. 


High wages 


This expansion has had at least 
two effects on labour conditions 

First, the demand for labour 
has exceeded the supply in the 
immediate area—carlier this vear 
there were nine vacancies for 
every person registered as unem 
ployed —and labour from a wide 
surrounding area is being con 
stantly drawn in to meet the 
deficiencies 

Secondly, the high wages paid 
in the industries of Luton have 
had the result other em 
ployers, for example, builders 
and those supplying consumer 
services, are finding i! difficult to 
retain labour —without increasing 
wages 


that 


In Lincolnshire, apart from the 
normal crops and potatoes, there 
also exists a flourishing sugar 
beet industry—the area from the 
Humber to the Wash is. in fact, 
one of the biggest beet growing 
areas in Britain. Beet lifting was 
in full swing in October and a 
feature this year has been that 


@ Continued on page 4 
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! ABC net odes | 
lfor the 2% | 
| weeks period | 

jan. — june} 
| 143,765 


HOME 

\EWS 
This shows an increase of 
over 7,000 copies weekly on | 


the corresponding period for 
1954, further proof of the 
growing popularity of the 
Home Sonpiies Newspapers 
Group in Beds, Herts and 
Bucks. 


PER / TRADE 
$/COL - FLAT 
INCH RATE 


Represented in London by 
WILL KITCHEN, Jor. LTD. 


131 Fleet Street, E.C.4. Central 1960 
Head Office LUTON Phone 5050 
Advertisement Manoger: C. W. Gilder 


Che 
Grautham 
Journal 


Circulating throug 


five East Midland 


counties and serving 
a public representa- 
tive of rural, sport- 
ing and industrial 


interests. 


VALUE IN ADVERTISING 


(Members A.8.C.) 


Head Office 


46 HIGH STREET, GRANTHAM 


(Grantham |080) 


Advertisernent Manoger 
James H. Watson 


London Representatives 
Will Kitchen Jar., Ltd., 131 Fleet $t., £.C.4 
(Central 3133) 
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more mechanical harvesters have 
been employed than ever before 

Factories at Bardney and 
Spalding were processing 2,300 
tons of beet daily, while at Brigg 
about 2,000 tons were being 
handled. The estimated acreage 
yield of about 104 tons per acre 
s about three-quarters to one ton 
lower than the yield last year, but 
iS compensation growers have 

ported higher sugar content 
f 


igures 


Growth of canning 


Another relatively new industry 
) the Eastern Counties is that of 
yuick freezing and food canning 
n Norfolk, and the words of 
Mr. Duncan, the then chairman 
f the Fruit and Vegetable 


Canners’ Association, at the 
vening ceremony of a new 
teriliser cooker at Duncan's 


‘North Walsham factory, provide 
00d description of the growth 
the latter industry. 

Canned foods have brought 
in invisible industry to the 
British countryside. Norfolk is 
ecoming a great traction belt, 
kilfully camouflaged by the 
Broads, meadows and trees 
industry is usually identified 
hy machinery, but the fine soil 
f this lovely county is becom 
ng @ part of the canning 
ndustry In time 1 believe 
that canning will change the 

onomy of Norfolk; it will be 
nother chapter in her history, 
ke wool in medieval times 
iithough peas are not a 
recognised product, our 
national vegetable is growing 
over thousands of acres so that 
farmers have an assured market 

r their produce.” 

An idea of the magnitude of 
idustry is given by a report 
it ordinary batch cookers have 


Kastern Counties 


* Spotlight on 
Clacton-on-Sea 


NE million hol:dav-makers 
from the towns and cities 
of the Home Counties. the Mid 


lands and the North come to 
Clacton-on-Sea betw May and 
October every vear-—-and the 
number is growing 

These are the pe © national 
advertisers seck to interest and 
impress when they are at home. 
They are the same cople—pbut 
with a difference. At C\acton-on- 
Sea they are in a d to go 
shopping and the 1a lot of 
money. Local shops do wonder- 
ful business, selling products the 
visitors might quite well buy at 
home. It is, pert an odd 


habit, this holiday s 
it is evidently an es 
Year after year 
market flourishes 


It is a rich field f 
set out to explo roughly 
ideally situated for schemes 
of one kind or ano: r which 
many advertisers | found in 
practice to their gre dvantage 


ping, but 
shed one 
seaside 


ose who 


Manufacturers also have their 
eyes on the tows da well 
planned industrial estate is in 


course of development 


DrecemMBER 9, 1955 


picture by Fast Essex Gazette 


Two holiday-makers on the beach 

at Clacton-on-Sea find difficulty 

in handling a large size in ice 
cream cones, 


an output apiece S) cans a 
minute, while new kers can 


produce 400 cans minute 
There are, it is seasonal 
variations in the leve! of activity 
and during the summer months 


there exists a strong 
casual labour—-satist 
extent, by undergradua 


nand for 
to some 


Many prosperous towns 
within the area 


A CCORDING to the Regis- 
- trar General's estimates 
of population issued last year, 
the total population of the 
region under review now ex 
ceeds four million. 

That this population is widely 
dispersed will be seen from the 
fact that it inhabits an area as 
extensive as 54 million 
That the rural element is large is 
evidenced by the fact that the 
proportion of rural to urban 
population is considerably n 
excess of that for England and 
Wales as a whole More than 
half the area of this region is 
occupied by the counties of Lin 
colnshire and Norfolk 
Although the density of popu 
ition per acre is low, many pros 
perous manufacturing and resi 
dential towns are to be found 
Grimsby, Lincoln, Grantham 
Scunthorpe, Norwich, Great Yar 
mouth, Cambridge, Ipswich, 
Lowestoft, Chelmsford,  Col- 


acres 


j 


chester, St. Albans, Luton, Duns- 
table, Bedford and Welwyn 
together with a multiplicity of 
flourishing market towns 

Since we are think : of the 
region in terms narketing 
canned fruit, it is worthy of note 
that it contains 9,346 grocery out- 
lets and dairy shops 


Motivating factors 


There is other pertinent infor- 
mation which th marketing 
man will need to know before 
launching his product. For in- 
Stance, the factors which moti 
vate the buying of the product, 
and in particular, of types and 
brands of canned fruits: the ex 
tent to which canned fruit is 
bought for middle as compared 
with working class homes and by 
housewives in the different age 
groups ; niormation on the 
dishes with which canned fruit is 
consumed, having in mind also 
the ways in which recipes can be 
effectively advertised ; and, addi- 


tionally, the most compelling 
appeals to use in the advertising 
campaign 

These are types of queries 
which can be answered by care 
fully planned market research 
Background data can be obtained 
from such publications as 
Domestic Food Consumption and 
Expenditure, the annual report of 
the National Food Survey Com 
mittee 


New’ developments 


Reference has been made to 
recent developments in food can 
ning, and the growth in the ouput 
of canned vegetables, especial! 
canned beans in tomato sauce and 
peas, has received considerable 
attention, but the size of the 
canned fruit output is perhaps 
less well known 

The following table shows 
the production of canned fruits 
during the past few years while 
a detailed breakdown of canned 
fruit production in 1952, 1953 
and 1954 is given in another 
table 


Canned Fruits Production 


Source: Ministry of Food 
(tons) 
1948 64,500 
1950 75,100 
1952 80.100 
1953 72.300 
1954 89.800 


The above table illustrates the 
fluctuations which can occur in 
the industry 

In 1952 the production of 


@ Continued on page 48 
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this coverage for 95 


EAST MIDLAND 


ALLIED PRESS 


For a keen 
and lively 
approach to 
yaur publicity 
problem 
consult 


Some of the 

clients whose 

advertising 

we are privileged 

to handle 

Agricultural Supplies Ltd. 

E. H. Bentall & Co. Ltd. 
British Feeding-Meals Co. Ltd. 
Claas Combine Harvesters 


Davey Paxman & Co. Ltd. 


JOUGHIN ADVERTISING Ltd 


REGISTERED PRACTITIONERS IN ADVERTISING 


73 High Street 
Chelmsford 
Telephone: 55874 


Directors 

L. T. JOUGHIN, M.1.P.A. 
j. R. GRIGGS 

Cc. A. BARTLETT 


P. W. Dilloway Ltd. 

Ernest Doe & Sons Ltd. 
Essex Agricultural Society 
Hayters Ltd. 

Johnson's (Engineering) Ltd. 
Mitchell, Colman & Co. Ltd. 
Surface Silos Ltd. 


Templewood Engineering 
Co. Ltd. 


Vigzol Oil Co. Led. 
Whitlock Bros. Ltd. 
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in a 


GREAT AGRICULTURAL AREA 


LINCOLNSHIRE 


STANDARD 


SERIES 
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50,685 


Read by practically 100 per cent. of the 
agricultural community in its wide 
circulation area. Also the most popular 
weekly in industrial towns and well- 
known seaside resorts 
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Second Largest County. 
HEAD OFFICE 
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and agricultural areas of 
Hertfordshire and Essex, 
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residential districts, and 
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Eastern Counties 


Canned fruit demand well 
above home production 


canned plums totalled 32.500 tons 
and large stocks were accumu- 
lated. In consequence, 1953 
nearly 10,300 tons were canned 
and surplus factory capacity was 
used for canning imported fruits 
such as peaches and apricots. 


In 1954 the output of canned 
plums showed a great increase 
on 1953, while production of 


other fruits, generally unclassi- 
fied, was about the same 


as in 
the previous year, but the break- 
down shows that 9,700 tons of 


pears, 4,800 tons of apricots and 
3,200 tons of peaches were pro- 
duced. 


Met by imports 


The size of the home narket 
for canned fruit is, however, 
much larger than the volume of 
home production, and the addi- 
tional demand for fruit, such as 
oranges, peaches, aprico's, pine- 


apple, has been met in the past, 


and is still being met, by ports. 
Figures for imports of canned 
and bottled fruit can given 
(in "000 tons) as follows 
1948 19.7 
1950 61.3 
1952 17.6 
1953 101.3 
1954 183.7 
One of the problems in the 


canned fruit trade is the quest- 
ion of to what extent British 
canners should import fresh 
fruit from abroad and can the 
fruit in England. The choice 
appears to lie between making 
this part of their activities a 
“stop gap” operation or alter- 
natively to make it a permanent 
feature of the industry. 


Supply and 


demand 


FYROM the figures quoted 
in the tables it will be 
seen that in 1948 some | (04,000 
tons of canned fruit were avail- 
able on the market, of which 
about 40,000 tons were im- 
ported. Of home production, 
plums accounted about one- 
half. 


In 1952 of the 160,000 tons 
available about one-half was 
home produced, and plums, 


damsons and greengages totalled 
32,000 tons. In 1953, of total 
supplies of over 170,000 tons, 
more than 100,000 tons were im- 
ported and of home production 
plums had declined to 10,000, 
tons, while other varieties, of 
which imported fruit was an im- 
portant part, had risen to 35,000 
—almost a complete reversal of 
the 1952 position. In 1954 plums 
totalled 21,000 tons and other 
varieties 34,000 tons. 

Based on the figures alone, it 


appears that the former mainstay 
of canned fruit production has 
somewhat declined in popularity, 
while the demand for peaches, 
pears, apricots and pineapples 
has increased—probably as a 
result of the increased spending 
power. 


Market research essential 


Hence, before implementing 
any large scale plans for increas- 
ing production of canned fruits, 
there would appear to be the 
necessity of carrying out market 
research into the current and 
potential demand for the different 
types of fruit. 

If, as appears likely from the 
trends during recent years, 
demand for the more exotic fruits 
has become a permanent feature 
of the market, to can plums on 
any large scale would not be 
an economic proposition. 

If the demand is for fruits 
which have to be imported the 
problem then resolves itself into 
one of costs. 


Plans for 


expansion 


INCE the war, large ad- 
vances in productivity have 
been made. 

For example, according to re- 
ports, Lincolnshire Canners, who 
in 1945 were turning out 50,000 
cans weekly with 200 workers, 


had increased output in 1954 to 
more than one million cans wita 
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Grading peas at a Birds Eye fac- 

tory in the Eastern Counties. 

Contracts with local growers 

have done much to stabilise the 

economy by providing a sure and 
steady market. 
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Eastern Counties 


A region well covered 
by local newspapers 


400 workers. And the earlier 
reference to the increase in the 
output of new and improved 
cookers points in the same direc- 
tion. 

The canning firms themselves, 
from the reports of the improve 
ments and extensions they are 
making, are increasing capacity 
and efficiency. The chairman of 
the National Canning Co. Ltd 
reported in his statement last 
year that the building and plant 
at Faversham had been substan 
tially extended and the quick 
freezing plant at Spalding 
doubled. 


Modernising the factories 


Outstanding commitments of 
the group for capital expenditure 
were then £135,000, and it was 
stated that further sums of the 
order of £200,000 would need to 
be expended in the near future. 
In October this year, in his 
annual statement, the chairman 
referred to the process of mod 
ernisation and extension of fac- 
tories being almost completed 
buildings of the factories at 
Wisbech and Spalding had been 
extended and additional lines of 
machinery installed at, among 
others, those two places. 

So much for recent develop- 
ments in the fruit canning indus- 
try, which brings us to the last, 
and certajnly one of the most 
important, of the five factors 
mentioned earlier for discussion 
in this review—the advertising 
facilities available in the Eastern 
Counties for the manufacturer of 
canned fruits 

First, the press. 

Within the region, including 
Lincolnshire, there are 124 sub- 
stantial weekly newspapers, with 
11 series and two groups com- 
prising 10 or more papers. Even- 
ings are published in Norwich, 
Cambridge, Ipswich, Grimsby 
and Lincoln, and mornings in 
Norwich and Ipswich. It is 
noteworthy that almost all these 
dailies have coverage extending 
over their respective counties, as 
well as intensive coverage within 
the publication centre. 

The advertiser should also 


make note of the fact that in the 
Government Standard Region 
there are close on 250 — 
Transport advertising in such a 
extensive area merits the 
sideration of the 
inner 
In this connection it may be 
observed that in one year alone 
the largest transport company 
in the Eastern Counties origi- 
nated no less than 120 million 
passenger journeys in serving a 
population of 1,800,000. This 
company alone controls 538 
passenger vehicles available 
for advertising ; vehicles which 
are in daily service on an aver- 
age between 10 and 12 hours 
per day. 
All advertising media are 
ntially complementary and in 
respect outdoor advertis 
ing has a particularly important 
t to play in the bond between 
er media and the point of 


p ae: 
media 
. 


This holds good more especi 
when, as in this region, the 
population tends to be spread 
ver wide areas, and where 
hoppers from outlying districts 
regularly visit the larger towns 
and market towns. Furthermore, 
the Eastern Counties have an 
extensive coastline and possess 
many seaside resorts as well as 
inland places which attract the 
tourist. 


Range of resorts 


A region which can boast of 
such famous resorts and places 
of pilgrimage as the following 
can indeed include the tourist 
trade as an important ancillary 
industry Mablethorpe, Skeg 
ness, King’s Lynn, Hunstanton. 
Sheringham, Cromer, Great 
Yarmouth, Lowestoft, Felix 
stowe, Frinton, Clacton, South 
end, Cambridge, Newmarket, the 
Norfolk Broads, St. Albans, 
Norwich and Ely. 

These and other names spel! 
hundreds of thousands of 
holiday makers and tourists 
who, because of the outdoor 
nature of their activities during 
the season, are peculiarly subject 
to the influence of all forms of 
outdoor advertising. 


U.K. Production 


of Canned Fruits 


('000 tons) 


Strawbernes 

Gooseberries 

Other berries and currants 
Cherries 

Plums, damsons and greengages 
Apples, sweetened 

Apples, unsweetened 

Rhubarb 

Other varieties 


Torat 


Source 
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ADVERTISER'S WEEKLY 


BRAINTREE 


WITHAM 


ONGAR 


excmrnno0 


MALDON 


CHELMSFORD 
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The Essex Chronicle 


London Office : 


80 FLEET STREET, E.C4 Tel. CENTRAL 7500 


98 HIGH STREET, CHELMSFORD Tel. CHELMSFORD 4631/2 


The ONLY DAILY ” 


The ONLY COUNTY 
Cambridge with 
NEWMARKET 


localised 
ELY 


CAMBRIDGE 


Head Office: 47 ST. 


London Office 


Local Newspapers with an International Pull 


THE CAMBRIDGE DAILY NEWS 
published in Cambridgeshire 
and the 


CAMBRIDGE INDEPENDENT 
PRESS AND CHRONICLE SERIES 


“ WEEKLIES" 
editions 
SAFFRON WALDEN 
HUNTINGDON and ST 
also the 
DAILY NEWS 


FOOTBALL & SPORTS REVIEW 
Saturday Fvenings 


ANDREWS ST., 
CHAS. CRANE, 44-45 FLEET ST. 


published and printed in 
for CAMBRIDGI 
ROYSTON 
IVES 


CAMBRIDGE 


Tel. Fleet 


37 SPRING STREET w.2. 
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LARGEST RELIGIOUS CIRCULATION IN THE COUNTRY 


There's no stopping 


The Uniuerrsr 


‘HE GREAT FAMILY NEWSPAPER 


A.B.C. NET SALES, JAN.-JUNE, 1955 


270,242 


copies weekly and 
still rising 


(Last issue exceeds 298,000) 


No spacebuyer can afford to ignore The Universe 
in any schedule which aims at a coverage of 
households of above average income groups. 


A wide circle of National Advertisers have proved 


it. 


| Universe 


; Enquiries to: 
| Advertisement Manager: W. W. W. Reilly 
| FIELD HOUSE, BREAMS BUILDINGS, LONDON, E.C.4. TELEPHONE: CHANCERY 5216 
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Survey of the Religious Press 


readership of the religious press 
far exceeds its net circulation 
figures. 


Papers that are carefully 


read—including the ads 


HE religious press of this 

country has several differ- 
ent functions. In the first 
place, of course, it provides its 
regular readers with the news 
and the feature articles that are 
of interest to them. Pre- 
dominantly its readers are 
churchmen of one denomina- 
tion or another, and they want 
to know what is happening in 
their church. They are in- 
terested in the people, the 
events, and also the movements 
in thought, in their own de- 
nomination, and in other de- 
nominations also. 

Secondly, the religious press 
helps its readers in their practical 
church work. There are notes 
for youth workers, outlines of 
Sunday school lessons, and other 
features that are of regular 
interest and that hold a regular 
readership. 


Supplement the sermons 


Then the religious press serves 
as a medium of education. 
Articles on religious faith and 
practice, especially when written 
by some of the leading church- 
men of the day, are popular fea- 
tures. They do not attempt to 
take the place of Church services 
or sermons, but rather to supple- 
ment them. 

Fourthly (and perhaps most 
important from a national point 
of view), the religious press pro- 
vides a forum for the discussion, 
from a religious standpoint, o! 
issues that are of national or 
iaternational concern. In edi- 
torials, in feature articles by men 
well qualified both by their 
religious background and by a 
special knowledge of their sub- 
ject, and in the correspondence 
columns, there is a penetrating 
religious commentary on current 
affairs 

The issues thus discussed cover 
a vast range. Capital punish- 
ment, race relations, the law of 
divorce, comprehensive schools, 
the wage structure in industry, 
are just a few examples taken at 
random. 

It is this characteristic of the 
religious press that most firmly 
establishes its place im the 

press, and 


who would not be interested in 
a paper whose columns were 
to more parochial 


By D. WALLACE BELL, 
secretary, Religious Weekly Press Group. 


to be so widely quoted in other 
national papers. 
There is in this country no 
sligious daily newspaper, such 
ire to be found in Scandina- 
countries, or in the famous 
tian Science Monitor in the 
ted States. By far the larger 
part of the religious press in 
Great Britain consists of weekly 
newspapers, and there are also 
monthly and quarterly magazines. 


Church and laity 


Most of the journals are 
denominational in character, 
although some, including a num- 
ber of the most important papers, 
have an inter-denominational cir- 
culation, and others have a dis- 
tinctly evangelical approach and 
are directed primarily towards 
the non-church goer. Very few 
even of the denominational 
papers, however, are actually 
owned by denominational! 
authorities, or run in direct rela- 
tionship with them. 

Almost all the weeklies, and 
many of the periodicals, are 
independent commercial enter- 
prises, rum on sound business 
lines and paying their own way 
without any kind of subsidy. 
Most of them have been in exist- 
ence for upwards of 50 years— 
many are 100 years old or more. 

That in itself says much for 
their strength. 


No local versions 


All religious papers are 
“nationals”’—there is no such 
thing as a local religious paper, 
parish magazines and diocesan 
letters always excepted. 

Paradoxically, however, the 

parish magazine has_ the 
largest circulation of all the 
religious press, for the greater 
part of it usually consists of a 
national “inset,” with just a 
few pages of local church news, 
and local traders’ advertise- 
ments. The few “insets” that 
cater for parish magazines have 
circulations that run into seven 
figures. 

The readers of the religious 
press are usually the most active 
workers in their churches and 
the people who take a lead in 
many other activities, both local 
and national. They include, of 


course, the ministers and clergy 
of the various denominations, 
but also a large number of lay- 
men and women-——parish workers 
and youth leaders, church- 
wardens and deacons, club secre- 
taries and church schoo! 
governors. They are people 
with wide interests and influence, 
and what they read in their 
religious papers—-the advertise- 
ment columns no less than in the 
editorials and is likely 
to make its in many 
different circles. 

Another characteristic of the 
religious press readership is that 
it tends to be a family readership. 
This is partly the result of 
editorial policy Almost every 
religious newspaper has features 
to interest all members of the 
family—and it is partly the effect 
of publication dates 

Religious weeklies are nearly 
all issued on a Thursday or 
Friday, and so they tend to be 
week-end reading. Moreover, to 
a considerable extent the reader- 
ship is high because in the homes 
into which religious papers go 
there is a strong sense of family 
solidarity and shared interests. 
Additionally it is quite common 
for a paper to be passed on from 
one family to another: it does 
not “date” quickly. In conse- 
quence, therefore, the actual 


articles 
impact 


Over the last few years the 
actual circulation of many re- 
ligious mewspapers has in- 
creased by leaps and bounds. 
Generally speaking, readers 

are very faithful to the paper 

or papers of their choice, and 
mew readers soon become 
regular subscribers. 

Many papers have adopted 
individual sales promotion pro- 
rammes, and a year ago the 

eligious Weekly Press Group, 
which includes nearly every re 
ligious weekly paper in the 
country, sponsored a special 
Religious Press Week 

This was an outstanding suc 
cess, and some papers in the 
Group gained in permanent circu 
lation by as much as 10 or 15 
per cent. The increasing interest 
in religion among the general 
population (as reflected, for 
instance, in the response to the 
Billy Graham campaign) has also 
been reflected in the circulation 
figures of the religious press 

Sales figures vary greatly from 
one paper to another. 


Value of insets 


The parish magazine insets, 
with circulations measured in 
millions, have already been men 
tioned. The largest circulations 
among the weekly religious news 
papers are about the 300,000 
mark. The Christian Herald 
(non-denominationa!) Universe 
(Roman Catholic) and War Cry 
(Salvation Army) come in this 
group. At the other end of the 
scale are those papers catering 
primarily for members of the 
smallest denominations, and 
some of the monthly § and 
quarterly magazines of more 
specialised interest 

Taken individually, religious 
newspapers and periodicals show 
a wide variety, and each organ 
has special features of its own. 
Considered collectively, the re 
ligious press is a strong, firmly 
established and influential section 
of the general press of the 
country. 


A press of great variety 
and rising influence 


Facts about readerships and circulations given in this survey are 
based on information provided by the publishers. 


r[‘HERE is a very rich—not 
to say somewhat bewilder- 
ing—variety of journals avail- 
able to the advertiser who 
wishes to reach the consider- 
able market represented by the 
readers of the British religious 
press. 

The following represents a 
fairly drawn cross section of this 
sector of the nation’s press 

Founded in 1946, the circula- 
tion of the parish magazine 
inset Church News is about 
180,000 per month. The policy 
is to give an_ attractively 


illustrated good quality magazine 
telling what the Anglican 
church is doing and saying. It 
goes to parishes al! over England 
and to English communities in 
Europe, the Middle East and 
Africa. Some space is allotted 
to advertisements of national 
advertisers and charitable organi 
sations 

The readership of the Catholic 
Herald has been estimated at 
3.2 per copy—some 382,224 
readers since the circulation 
figure for the first half of this 
year has been given as 119,445 
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The 
SUNDAY COMPANION 


3000:: number 


is published this week 


Read for 
by member: 


over 60 years 
of all the 


Protestant |[c.ominations. 


SUNDAY COMPANION 
3d. Weekly “Net Sales 140. 00° Page Rate £130 


Advertisement Director > Fleetway House, 
Farringdon St., Lond 4 Central 8080 


There is 


a slight increase in 
rates for 1956 


But 


there has also been a substantial increase 
in the NET SALE-—over 15% in less 
than twelve months ! 


And 


the Church Times is better value than 
ever with its ever widening circulation 
among influential people 


Why 


not include the Church Times in your 
next appropriation ” 


the advertisement 


; CHURCH TIMES 
a 7, Portugal Street, London, W.C.2 
HOLborn 0844 
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Religious Press Survey 


Media which appeal to 
influential groups 


A survey of the readership 
last July produced 4 mass of 
data indicating with clarity the 
kind of market that epresents 
(e.g., 58.87 per cent abroad 
for holidays, 16.12 px “nt own 


a television set) 


The circulation « e Sunday 


School Chronicle ne 15,000. 
The readers are people 
engaged in Sunda hool or 
Christian youth work as Sunday 
school teachers or heers, as 
Christian youth clu ders or 
workers, or as ters in 
charge of work young 
people 
Youth work overseas 

The readership as runs 
to a few hundred ¢ OVer- 
seas readers are p< in key 
positions in Sund ol and 
Christian youth w n their 
respective countries 

As the official of the 
National Sunday S Union, 
the paper is widely ' by key 
people in more tt 00 local 
Sunday School Ur through- 
out the country people 
shape the policy ne Sunday 
school movement whole, 
while the individua ider is 
also usually a key p n in his 
own Sunday schoo! 

The homes of a grea! majority 
of the 16,000 adult ikers in 
this country receive copy of 
the Friend each week renerally 
speaking, these a: <ople of 


medium income, with a high pro- 


portion of teachers d social 
workers ; not ted in 
luxuries, deeply ested in 


giving their children a good 


schooling ; open to appeals for 
careers with a social purpose in 


them, such as nursing. A few 
hundred copies circulate to 
Quakers in other parts of the 


world. 


Foreign policy concern 


Founded in 1843 as a monthly, 
the Friend has been a weekly 
since 1891, and is the journal! of 
news and opinion of the Society 
of Friends, with a specia! interest 
in the application of Christianity 
to international problems, in- 
cluding the establishment of 
peace and good race relations. 

The Sunday Companion will 
be celebrating its 3,000th issue 
with the Christmas number of 
to-morrow’s issue. During the 
past three years the circulation 


has been steady at around 
140,000 copies a_ week. Its 
readers are to be found in al! 
classes and all Protestant de- 
nominations, but probably 
mainly among the workers in 


farm, factory and mine. 
Circulates among families 


The majority of copies are 
read by at least two, and quite 
often three, separate families 
The journal has kept very close 


to the big campaigns of Dr 
Billy Graham and those 
“crusades on Billy Graham 


lines,” which have been organ- 
ised all over the country since 
his own meetings finished. 

The average weekly sale of the 
Universe has been steadily msing 
and the average for the past four 
months stands at some 273,000. 

@ Continued on page 53 
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Religious book exhibition 
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of England Newspaper. 


The as of religious publications was displayed in all its variety 
ib 


at an €x 


ition held not long ago in London. 


Seen here examining 


a new Bible is the Dean of St. Paul's. 
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Religious Press Survey 


Journals that are read 


by the whole family 


Present figure stands at about 
277,000 

The IPA Survey estimated the 
readership at 2.4 adult readers 
per copy. It is also reckoned that 
the upper class readership is four 
per cemt and the middle-class 25 
per cent, compared with the 
national averages respectively of 
three and 23 per cent. 

The Universe family readership 
for two or more earners in the 
family is 30 per cent and for three 
or more earners 25 per cent, com- 
pared with the national averages 
of 30 per cent and 17 per cent 
respectively. 


Three per copy 

With a net ABC sales figure of 
88,892 for the first half of this 
year, the Methodist Recorder has 
a readership estimated at some 
three per copy. 

Fully illustrated, this journal— 
which is almost 100 years old— 
brings church news from all parts 
of the world and is read by well- 
established churchgoers drawn 
largely from the middle class with 
many artisans. 

The approximate circulation per 
month of the London Church- 
man during the last half year 
has been given as 42.000 by the 
publishers—about 1,000 more 
than the previous six months, and 
about 1,500 more than the com- 
parable period of 1954. 

The readership is a cross-sec- 
tion of London, both geographic- 
ally and in every kind of way: 
the magazine goes into most of 
the parishes of London north of 
the Thames. 

The monthly inset parish maga- 
zine Home Words claims to be 
the oldest journal of its kind and 
enjoys a monthly circulation of 
about 1,500,000 with a readership 
of some six million. 

Printed in photogravure the 
“Weekday Hints for Women” 
have been a popular feature for 
more than 25 years, all of the 
items being contributed by 


readers themselves. The maga- 
zine’s editorial policy is to sup- 
plement the parson’s Christian 
teaching to his people. 

At present Home Words is 
published in two editions—cr.4to 
and cr.8vo. Next January, how- 
ever, it is to be published in a 
third edtion—demy 8vo, so that 
t will then be available as an 
inset to every parish magazine 
in the country. 

Founded in 1840, the Tablet is 
the political and literary weekly 


for Catholics and _ circulates 
among the educated Catholic 
classes, Le. the clergy, the 
Catholic business and profes- 
sional men and women and so on. 


Its readers are, in general, of the 
higher income group 

The circulation of the Jewish 
Chronicle is stated by the pub- 
lishers to be the largest “for any 
Jewish weekly not only in this 
country but also, there is good 
reason to claim, in the world. 
This position has been built up 
particularly since the end of the 
war, with steady, even spec- 
tacular, progress from year to 
year 

The readership of the paper 
ranges from the working class to 
the moneyed man—and woman— 
with every gradation between and 
every age 


Expansion of supplements 


During the past year or two 
there has been an expansion in 
the series of special supplements, 
covering both institutions and 
industries, towns and countries 
A 48-page (minimum) special 
supplemem will be published in 
January next to celebrate the 
tercentenary of the Jewish re- 
settlement in England in 1656 

The Church of England News- 
paper is widely recognised as a 
most authoritative and opinion- 
forming journal and those active 
in church affairs as well as those 


@ Continued on page 54 


HOME 
WORDS 


The Largest Circulation 
of any 
Religious Publication 


1,500,000 MONTHLY 


A mass circulation Parish 
Magazine Inset with Countrywide 
coverage A proved advertising 
media for domestic appliances, 
household products, foods, drinks 
etc 

Send for specimen copy, rates and 
available space in 1956 
Advertisement Manager, 


CHANSITOR PUBLICATIONS 
37 Chancery wc2 


Lane, London, 
Tel: CHAncery 3561 


home & 
family 


A 400,000 circulation quarterly 
magazine produced for and bought 
by members of The Mothers’ 
Union 

A journal read by mothers who 
have to buy for their home and 
family as well as for themselves 
Published March and quarterly 
Page rate £120 and pro rata 
Specimen copy and rate card on 
request 


CHANSITOR PUBLICATIONS 


37 Chancery Lane, London, W.C.2 
Tel.: CHAncery 3561 


ADVERTISER'S WEEKLY 


QUARTER OF 


| ADVERTISE 
IN THE 

FAMILY 

PAPER 


WHICH GOES 
INTO A 


A MILLION 


HOMES 
EVERY WEEK 


Rate Card from 


THE CHRISTIAN HERALD 
co. LTD. 


4 Western Esplanade, 
or 


Portslade, Sussex 


167 Queen Victoria Street, London, E.C.4 
Tel. CEN. 3624 


*'" economical way of reaching 
a first-class market 
SUNDAY SCHOOL 
CHRONICLE 


Devoted to Youth work and all aspects of Youth Endeavour 


OFFICIAL ORGAN OF 
NATIONAL SUNDAY 
UNION 
EVERY THURSDAY 
Sole Advertisernent Representotives 
ALORIDGE PRESS, LTD. 
27, Chancery Lane, London, W.C.2. 
Holborn 8655-4 


THE 
SCHOOL 


GRADED TEACHER 
SUNDAY SCHOOL 
LESSON HELPS 


issued quarterly and yearly 

Series of four publications 

| Beginners; Primary ; 
Senor. 


Jumeor 


THE JEWISH OBSERVER 


Published Every Priday : 
Read every Week by 


Price 64. Editor : 


JON KIMCHE 
British Jewry 


The ONLY Jewish publication in membership with ABC 


Latest Net Sales Comificate 


15,547 Weekly circulation 


Used by over sixty national advertisers 


Book space now in the special issue of The JEWISH OBSERVER to 


be published on 13th January, 1956 


in connection with the celebra- 


tions of the Tercentenary of the resettlement of Jews in Great Britain 


Advertisement Representatives 


William Samuel & Co. (London) Ltd., 


17 Philpot Lane, E.C.3. Tel: 


Mansion House 0428/9 
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ADVERTISER'S WEEKLY 


To reach the Protestant and 


Evangelical members of the 
Church of England 
YOUR ANNOUNCEMENTS MUST APPEAR IN 


The English Churchman 
The Evangelical Church Weekly 


EVERY FRIDAY 


Rate Card and Specimen Copy from 


B. S. TAYLOR, ADVERTISEMENT MANAGER, 
69, Fleet Street, London, E.C.4. 


(Tel: CENtral 5861) 


Religious Publishers 
for over 200 years 
THE EPWORTH PRESS 
(founded by JOHN WESLEY in 1739) 


PUBLISHERS OF 
The Methodist Magazine 


(monthly) 


London Quarterly and 
Holborn Review 
The Choir 
(monthly) 

The Kiddies’ Magazine 


(monthly) 
The Preacher’s Quarterly 
The Church Record 


(monthly) 


Specimens and Advertising Rates from 


25-35 City Rd., London, 


—.c.! 


HOMES & 
PARENTS 


the magazine for 
parents who care 


*A home-makers monthly produced 
in two colours with authoritative 
articles based on Bible teaching and 
on every aspect and problem of 
family life. 

Large regular subscription list 
Used in Mothers’ Union and Young 
Wives’ Groups, and passed from 
family to family. 

The Archbishop of Canterbury writes 

“ Tt will help greatly to strengthen the 

home life of our country.” 

Specimen copy and rate card from 


Advertisement Manager, 


5, Wigmore Suess, Londen, Wt. 


Every Friday 6d. | 
* 
Established 1841 


Time 
and Again 
the pulling power of 

THE | 


JEWISH | 
CHRONICLE 


has proved its worth 


' The most widely read 
Jewish newspaper jin the 
world. 


. | 
Advertisement Manager 
G. N. A. MANDELSON 


32, FURNIVAL ST., E.C.4 
Tel.: HOLborn 9252 


Every scheme to cover 
Religious Papers 
MUST include 


THE BAPTIST TIMES 
wompeetiotom 
CIRCULATION : 20,500 weekly 


Advertisement Manogers 


WILL KITCHEN Jr (MaAGazines) LTD 
131 FLEET STREET, LONDON, E.C.4. 
Telephones CENtro! 3/33, 3754, 1960 
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Religious Press Survey 


Rising circulations with 
‘something for everyone’ 


active in other spheres pay it due 
attention. During the recent 
heavy publicity centring upon 
divorce and the relationship be- 
tween Church and State, the 
newspaper was calicd upon by 
influential institutions and the 
press throughout world to 
supply the basic facts of the posi- 
tion—proof, if any re needed, 


of the esteem in which the journal 
is held. 

Founded by John Wesley in 
1739, the Epworth Press have con- 


cerned themselves with the publi- 


cation of religious journals ever 
| since. They now handle the 
Methodist Magazine ie Choir, 


the Kiddies Ma ne, the 
Preacher's Magazi: and the 


Church Record—a nonthlies. 
In addition the firm also pub- 
lishes the  influen London 
Quarterly and Holb: Review. 


The justifiable claim of the 
Church Times is that there is 


“something in it f veryone.” 
| It is certainly read 1 care by 
many connected wih parish 
activities and is grea'iy trusted by 
the readership | English 
Churchman reaches the Protestant 
and Evangelical members of the 
Church of England 
The circulation of the Christian 
Herald is steadily and it is 


estimated that the readership is 
well over a million a_ week. 
Founded 89 years at a time 
when Moody and Sankey were 
very active, the rnal to-day 
finds that things have come full 
circle with the successful cam- 
paigns of Billy Graham 


Home and abroad 


In a similar tradition is the 
Christian, which began even 
earlier (1859) and reflects the 
work of evangelism at home and 
abroad. The paper is read by 


| Christian laymen in key positions, 


secretaries of societies, Christian 


ministers and missionaries and an 
increasing number of younger 
people. 


During the year the publication 
includes a number of special 
issues such as the Autumn Books’ 
Number, a Youth Number, a 
Christian Education Number and 
the Annual Missions’ Appeals 
early in December. 

Particulars of the various de- 
nominations are given in Who's 
Who in the Free Churches, along 
with biographies of their mini- 
sters and prominent laymen, 
details of schools, organisations, 
Produced in 
association with the Free Church 
Federal Council, the volume 
presents a comprehensive picture 
of the life and activities of the 
Free Churches 

The weekly Jewish Observer 
and Middle East Review (with an 
ABC net sales certificate figure 
standing at 15,547) is especially 
valued by those in Anglo-Jewry 


who are particularly interested in 
Israel. Among these are many 
leading business and professional 
men and women. 

The men and women who read 
the Free Church Christian World 
have been described by the pub- 
lishers as “educated and in com- 
fortable circumstances, with 
money to spare in these ‘over- 
taxed’ days for church and 
charitable work.” The circulation 
keeps very steady at some 50,000 
a week. 

The largely working class 
readership of the Catholic 
Novena has been estimated at 
60,000 (circulation stands at 
about 24,000). The magazine is 
sold at church doors. Approxi- 
mately 2,000 copies are sold in 
Ireland. 

The magazine was started in 
April, 1951, and its policy is to 
instruct without giving the reader 
too much piety. 


Read in America 


During the past three years the 
circulation of the Christian News- 
Letter has been steadily increas- 
ing and the paper is widely read 
by the intellectual leaders and 
active laity of all the churches in 
this country. As regards reader- 
ship overseas, this is also con- 
siderable for example, the 
majority of the theological semi- 
naries and colleges in the United 
States take the publication. 

The circulation of Homes and 
Parents is 13,500 and as the title 
indicates, concerns itself with 
every aspect and problem of 
family life. Used in Mothers’ 
Union and young wives’ groups, 
the readership per copy is large. 
The CSSM is the magazine of the 
Children’s Special Service Mission 
and Scripture Union and claims 
a circulation of 11,000 

The monthly Churchman's 
Magazine is the organ of the 
Protestant Truth Society and has 
been published without a break 
for 110 years 

The original title was Church- 
man's Penny Magazine and the 
publishers claim it to be the first 
religious monthly to be produced 
for the popular penny. It has 
had only four editors in its 
career, the present editor be- 
ing J. A. Kensit, who has been 
responsible for it for some 53 
years. One of its features has 
been the portrait gallery which 
has reviewed the lives of. clergy, 
bishops and prominent laymen. 

The present circulation of the 
World Christian Digest stands at 
17,000 copies a month—about 
1,000 more than a year ago. A 
survey carried out by the pub- 
lishers established that, on 
average, each copy was fead by 
four people. A Chinese edition 
is published quarterly in Hong 
Kong and a Braille edition has 
been started. 
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DECEMBER 9, 


Whenever affairs of Church 
and State are discussed in the 
National and World press, it 
is invariably the opinions of 


The 
Church of England 


Tv 
Newspaper 
which are quoted. The reason 
being that the C.E.N. is recog- 
nised aS a most authoritative 
weekly newspaper, appealing 
to both clergy and laity. 
The influence of the editorial 
columns emphasises the adver- 
tisement columns, making 
them invaluable to advertisers. 
Specimen copy and rate card 
will be sent on application to 
R. M. O'HARE, 
Advertisement Manager, 
Charch of England Ne 


33, Ladgate Hill, London, E.C.4. 
CITy 3063, Grapho-phone, London. 


FOR 96 YEARS .... 


The Christian 


has occupied a leading place 
among interdenominational 
weeklies. It has for long been 
an automatic choice with 
agencies and advertisers in the 
appeals field. In the last twelve 
months over £9,000 have been 
received from readers for 
distribution to societies and 
causes using the advertisement 
columns. 


In recent times THe CHRisTIAN 
has reported more fully than 
any other paper the campaigns 
of Billy Graham, which have 
aroused nation-wide interest. 
If you want to reach an 
in fluential cross-section of 
the Christian public THE 
CHRISTIAN will help you. 


Particulars of rates and specimen 


copies from : 
D. G. A. SHALLCROSS, Adver- 
tisement M , 33, ate Hill, 


anager 
Leadon, E.C.4, CITy 3063 


Leading in the inter- 
denominational field 


The Life of Faith 


| 


q 


reaches all sections of | 


the church-going public. 
it is a paper which has 
the full confidence of its 
readers, which is proved 
by the excellent response 
to its advertisement 
The Life of | 
Faith keeps its advertisers, 
year after year. 


columns. 


Porticulers of spoce available and 
scole of rates from 


Miss D. P. Maton, 
THE LIFE OF FAITH, 
33, Ludgate Hill, London, E.C.4 
CITy 3063 


The LONDON 
CHURCHMAN 


The Official Magazine of The Diocese of 


London, 


Published monthly, contains 
Bishop's Letter, and articles 
by leading writers on church 
life and work. 


Valuable concentrated circula- 
tion of 42,000 covers Greater 
London North of the Thames 
going to Incumbents, Archi- 
tects, the Homes of the People, 
and used extensively as Parish 
Magazine inset. 

issures real prestige and com- 
mercial value for advertisers. 

Copy and rate card from 

ADVERTISEMENT MANAGER 


“LONDON CHURCHMAN'’ 
BEDFORD SQUARE, W.C.! 


MUSEUM 4155-7 


THE 
TABLET 


(Founded in 1840) 
the 
Catholic Weekly Review 
of Politics, Literature 
and the Arts. 


\ specimen copy and Rate 
Card 
or telephone the Manager : 


gladlysent. Just write 


CLEMENT ©. 
128 SLOANE ST., 
Telephone : 


BRADLEY, 
LONDON, §.W.1 
SLOane 0418 


THE 
ae HRISTE AN 
WORLD 


A live, newsy and infor- 
mative weekly newspaper— 
established 98 years ago. 
Read each week by thou- 
sands of well-to-do Free 
Church folk. 


Regarded mainly as the 
CONGREGATIONAL 
Free Church Newspaper. 


The Congregational Union of 
England and Wales is_ the 


-_ in British 
Rate Card, - , from 
F. LEWIS 


Advertising Manager 


The Christian World Lid. 
110 Fleet Street, London, E.C.4 


ADVERTISER'S WEEKLY 


BRITISH 
FURNITURE 


EXHIBITION 


EARLS COURT 
1956 


Two 
EXHIBITION NUMBERS 
of 


Furnishing 
World 


will be published on 
Jan. 22nd and 29th next 


These two special Exhibition Issues will contain a 
complete Guide to the Exhibition—a traditional 
feature—and will give full editorial support to 
exhibitors at Earls Court. They will also offer an 
excellent opportunity for Furniture and Furnishings 
manufacturers to give advance details of their new 
ranges to the actual buyers. 


Forsisninc Wortp is the only Journal which gives 
coverage of the Furnishing Trades. 
Bookings of Advertisement space in these two 
Exhibition Numbers have again exceeded those of 
previous years — ample proof of their popularity 
and pulling power. 


complete 


Furniture and Furnishings manufacturers and their 
agents are advised therefore to make their space 
reservations in these two important issues without 
delay. Copy date is three weeks in advance of 
publication in each case. 


Ring WATerloo 3388 NOW 


for rates and further details 


Furnishing 
World 


Weekly Journal 
of the » Parola & Furniture Trades 


MERCURY HOUSE, 109/119 Waterloo Road, London, 5.E. 
Telephone : WATerice 3388 (20 lines) 
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ewww NORWAY’S 


largest Newspaper 
and leading 
advertising medium 
has the ear of 

the business world 


Aftenposten reaches the greater majority of 


those who hold leading po«itions in the business 
life of Oslo, the capital: 96 
directors, 80°, of senior cilicials and 88°, of 
those who run their own |u The last 


owners of shops, 


of all managers and 


<inesses. 
mentioned category inclu 
minor industrial undertaki::s and crafts, as well 
as wholesalers and agents 

/ 
41% 
marine is based on Oslo. au: 
45%, 


overseas trade. 


of the tonnage of Norway's merchant 
! earns as much as 


of the freight earnings accruing from 


It pays to advertise in 


Afienp 


Information as to rates, et: 
our London representatives 
14 Cockspur Street, 
WHltehall 3366. 


often 


, may be obtained from 
Joshua B. Powers Ltd., 


I ondon, S.W.1. 


Telephone: 
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TEXTILE 
MANUFACTURER 


EMMOTT & CO. LTD. 31 KING STREET WEST, MANCHESTER 3 
LONDON OFFICE: SO TEMPLE CHAMBERS, TEMPLE AVENUE € 
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‘One market’ Seandinavia 


gradually takes shape 


NE of the main questions 
discussed by representa- 
tives of the governments of 
Norway, Sweden, Denmark and 
Iceland, when they recently 
came together on the presiding 
board of the Scandinavian 
Council was the establishment 
of a common marke! 
Unquestionably th 
as the biggest § sing 
governing the ful 
relations between n 
the council and 
abroad The United 
is, of course, very 
involved and the gencrai belief 
is that the overall \ ne of 
trade will take a stead it con- 
siderable upward turr 
According to t 
Norwegian Informatior 
the transition to 
market embracing fron 
per cent of the good 
in inter-Scandinavian trade 
be expected to take 
years. Investigations | shown 
that about 30 per c of the 
present trade is in go: vat are 
duty-free or subject t 1 very 
small duty only, but g and 
careful study is neces before 
1 free market car lished 
for a number of ot is now 
subject to heavier duty. 


ust rank 
factor 
trade 
cers of 
suntries 
Kingdom 
iterially 


Royal 
eTVICE, 
mmon 
} to 70 
nvolved 
must 
to 20 


Deflationary measures 


i by the 
government Six 
the purpose of 


The measures instit 
Norwegian 
months ago for 
slowing down the npo of 
economic activity are r begin- 
ning to show results, rts the 
Norwegian Export vuncil’s 
Bulletin The measur were 
designed primarily to 1 ct the 
money market, and noted 
that the supply of lig funds 
has now been tightened consider- 
ably, that bank loans have 
declined, and that the rise in note 
circulation has been halted 

Imports, which increased by 
350 million kroner in the first 
five months this year compared 
with the same period last year, 
rose by only 23 million kroner 
from June September com- 
pared with the same months last 
year The Bulletin goes on 
to state that while the price level 
has been steady for the last year 
or so, a limited rise is expected 
early next year. This has special 
Significance because wage agree- 
ments for large groups of indus- 
wial workers come up for 
revision in the spring 

Exports from Norway 
October have been given 
as provisionally estimated at 
£19.500.000 compared with 
£17,350,000 in October last year 
In the last few months exports 
have been exceptionally large, 
totalling £74 million from July to 
October. In 1951, the best-ever 
year for exports, earnings from 


to 


in 
officially 


NORWAY 


exports were £71,150,000 
July to October. If this export 
trend is maintained for the rest 
of the year it is likely that the 
second half of 1955 will set a 
new high record 


from 


Radio Fair 


THe First Radio Fair in Oslo 
for 20 years opened recently. In 
addition to wireless sets, radio- 
gramophones, and tape re- 
corders, Norwegian manufac 
turers also exhibited television 
receivers There are now four 
manufacturers in Norway 
producing them, although public 
television transmissions have not 
yet started. Trial transmissions, 
however, are broadcast three 
times a week. The number of 
wireless licence holders in 
Norway is now 940,000, com- 
pared with 215,000 at the end of 
the war and 470,000 in 1940 
Last year 111,000 new sets were 
sold. Tape recorders are also 
very popular, and 10,000 were 
sold in the first nine months this 
year 

Off to Hollywood 
went Norway's Mrs. “Average 
Housewife”"—Mrs. Edel Martha 
Nielsen—to be the Scandinavian 
Airljnes System's guest there 
for 12 days Picked by the 
Norwegian Broadcasting Cor 
poration as “Mrs. Norway” be- 
cause she comes statistically 
nearest to the Norwegian aver- 
age housewife, she is 42, has two 
children, and a husband who 
works in a factory. Until a few 
weeks ago she spoke no English, 
but has now taken an intensive 
course of language study. Before 
her trip she appeared in a radio 
show which was also televised. 
It was, in fact, Norway's first live 
television programme 


* > . 


recently 


THe NORWEGIAN paper con- 
cern, A/S Union o., has 
announced a £4,500,000 invest- 
ment programme to _ increase 
production. It is planned to 
install a new paper machine at 
Skien at a cost of between 
£2 million and £2,500,000. The 
machine will have an output of 
45,000 tons of paper a year. The 
company also plans to develop 
three waterfalls augment its 
supply of electric power. No 
fears exist as to future markets. 
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Peru—a very attractive 


market for 


UK traders 


Prospects for British exporters to Peru are set out in a recently 
published official report, which stresses that a solid foundation 
for British trade has already been laid. 


EEN competition, but the 
advantage that British 
goods are known to the public 
and are generally recognised 
to be of high quality and good 


taste, are to be found by 
British exporters in Peru. A 
recently published _ official 


survey* also points out that in 
Peru there are exchange con- 
trols, and this, together with 
the virtual absence of restric- 
tions on imports, makes the 
country a very. attractive 
market. 

The United Kingdom, supply 
ing about nine per cent of her 
imports and taking 14 per cent 
of her exports, is Peru's second 
best supplier and customer; the 
United States is Peru's most 
important trading partner, pro 
viding more than half of her 
imports and taking more than a 
third of her exports 


The main imports 


Peru imports from the UK 
principally machinery, textiles, 
chemicals and metal manufac 
tures; UK textiles, states the 


Survey, can, despite rising duties 
be expected to hold their own in 
the better class market in com 
petition with the local product 
Of Peru's exports to the UK raw 
cotton forms by far the largest 
part, followed by petroleum 
and non-ferrous metals The 
Peruvian economy is expanding 
steadily and, states the Survey 
setbacks such as that caused in 
1953 by. a large excess of imports 
Peru 
Offic 


* Oversea Economic Surve 


HM Stationery 


published by 
price 3s. 6d 


Salonika 
Fair 
Al the 
Salonika Fair 
great prominence 
was given {to Bere: 


recent 


Batteries as may 
he seen from the 
column to the 
right Berec Bat 
teries are sold by 
Bere« (Europe) 
Lid., a unit of the 
export sales divi 
sion f the Ever 
Ready Co. (Great 
Britain) Ltd T he 
column was de 

gre and pro 
duced hy the 
Greek jistributors 
of Berec products 
M. & J. Papa 
rogiu of Radio 
Electric Products 


Lid., Athens. 


exports have been repaired 
without the imposition of controls 
m imports or foreign exchange 
Full information is given con 


cerning Peruvian agriculture, 

ng and industry; the minerals 
worked are varied and include 
copper, lead, zinc, silver, gold, 


vanadium, manganese and tung 
sien. The Survey also gives full 
details, including tables, of Peru's 

ports and exports 

“A solid foundation for British 
has been laid in Peru,” it is 
d, “and provided exporters 
a serious effort to suit the 
rements of the local market 
should be able to face both 
domestic and foreign competition.’ 


trad 


nr ’ 


Suecess of UK 


. . >. . 
exhibition 
Britisu Exhibition, 
red jointly by the Federa 
1 of British Industries and the 
British Import Union in Copen 


itt 


n, was a considerable 
uccess, and a report from the 
Board of Trade gives three 
reasons for it 

Firstly, the exhibition “showed 


the flag both literally and meta 
P cally in a period of growing 
competition Visitors saw the 
wide range of British products 


n one of the most comprehen 


sive displays of British industry 


eve staged abroad.” 

Secondly, the British exporter 
was brought into contact with 
his agents and customers “in a 


special atmosphere of under 
standing.” 


Thirdly, it sold British goods 
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Phone 


George S. Rona, Sales Promotion Adviser, 
152, Av. des Champs-Elysées, PARIS 8. 
ELYsées 62-72 of 62-7! 


FRANCE 


If you have any problems 


concerning Sales 


Pro- 
motion, Advertising or 
Marketing to solve in 
France, please consider my 
services available. You will 
get free any information 
that you require, without 


obligation. 


"AFRICA 


Powers 
give you 


fh 


JOSHUA B. POWERS LTD. 


14 Cockspur Street, 


Service 


Scandinavia 
North America 
Latin Americas 


and in Cyprus 
Bric, Weat indies 
Holland 
Swrezertand 
imernational Publishers’ Representatives 
London, $.W.1. WHI 3366 


can you reach 
your 


telephone? 


a HIGH CLASS 
SILK SCREEN PRINTING 
E.J. GRANGER Ltd. 


67 BELMONT PARK RD. LEYTON E10 


YOUNG 6&6 FOGG RUBBER CO. LTO 
W imbieden, §.W.19 L180 628! @ tne 


Warnes Direct 
Mail Service 
LONDON'S 


SPEEDIEST 


MAILING SERVICE 
IN TODAY OUT TOMORROW 
*% Ask our representative to 
call. 


% Keen quotations. 
*% Van collections. 
Telephone BAI wie! ‘ 
WARNES, 10, Station 
Parade, Balham, $.W.12. 
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ADVERTISER'S WEEKLY 


Trade and Technical Press Viewpoint 


Which is the most important section of a 
trade journal? One editor has said that 


it is not the editorial because— 


the trade press 


“IMNHE editorial text is not 
the most important part 
of a trade journal.” Note the 
quotes and hold your punches' 
Such a blatant statement calls 
for serious consideration, espec 
ially when it is made from an 
editorial chair. And, of course 
there are our colleagues on the 
other side of the corridor to con- 
sider; I know only too well that 
they read this monthly feature 
The statement was made in the 
leading article in last month's 
Games & Toys. Usually, the 
journal's leader is on some matter 
of burning controversy, but on 
this occasion, readers were told, 
“we are going to talk about our 
selves—or, rather, about the trade 
press.” 


Their own words 


Lest I should be hauled before 
the Press Council for presenting 
a biased view, here are the 
journal's own words: 

“They say in Fleet Street that 
the only new journal which can 
be launched to-day with a pretty 
good chance of success is one 
which devotes itself to a particu 
lar trade not yet served by a 
trade journal. 

“This is true, but why is it so’ 
It is because people in all walks 
of life thirst for information 
about their own particular indus- 
try. They want to tell each other 
what they are doing, they want 
to hang out their grievances on 
the line, they want advice, or 
they just like reading—as a 
change from talking—shop. 

“There are good and bad trade 
papers, but even the bad ones 
manage to survive. By bad ones 
we mean those which rightfully 
belong to an earlier period in our 
industrial history, where bright 
journalism and sparkling presen- 
tation are as rare as @ can-can 
dancer at an ecclesiastic conven- 
tion. 

“We like to think we belong to 
the new school of trade journal- 
ism. Indeed, the fact that we 
carry considerably more adver 
tising than any other journal in 
the toy trade field rather points 
to our claim being justified. If 
we ever bore you—which Heaven 
forbid—tell us so. 
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- The ads are news in 


By SCRUTINEER 


‘But the editorial text is not 
he most important part of a 
rade journal. The advertising 
which a trade journal carries is 

ining in importance in British 

lustry. This is not something 

have just thought up. It is a 

uement which has the substan- 

| backing of the biggest adver- 
ing authorities. 

The greatest firms in the 

niry give increasing support 

the trade and technical periodi- 

s. They know that the trade 

irnals walk hand-in-hand with 

ivelling salesmen. Travellers 
nd tradesmen are saved valuable 
me as a result of trade journal 
publicity. Why? Because the 
rradesman knows in advance the 
best things the traveller has to 
offer 

“Unlike other advertising (save 
perhaps in certain women's 
journals), the advertising in the 
trade press is news. It is read as 
news is read, from cover to cover, 
und is more powerful than a 
sales-letter, which may finish up 
as a pipe-spill, and is as effective 
as a personal call by a represen- 
tative, whom the customer should 
see at all times. 

There never was a period in 
our industrial history in which 
salesmanship was so_ intensive, 
or when so much importance was 
attached to the science of market 
ing 


Effect of TV 


The journal then goes on to 
point out that to-day there is yet 
inother new medium in Britain 
for advertising—commercial tele- 
vision—and asks how does this 
affect press advertising in 
general? 

“For the answer to this one,” 
continues the journal, “we can 
perhaps look to the United 
States, which has had both com- 
mercial radio and television for 
several years. Here the press ad- 
vertising has actually shown an 
increase. Moreover, in the land 
where market research has 
reached an incredible degree of 
efficiency (and where, inciden- 
tally, £300 million worth of toys 


This is the adver- 
tisement, men - 
tioned below, 
which features 


electronics. 
can be sold in a rle year), 
trade journals are macc use of to 
the fullest possible ex ct and are 
more prosperous pri ties than 


their British counterparts. 

“The greater the of com- 
mercial propaganda through 
press and television and other 


means—the greater demand 
for goods. This, in urn, only 
further enhances the v«!ue of the 
trade press, for the trade journal 
now serves a thriving. ather than 


a moribund, industry as mouth- 
piece, ideas-pool, links in a chain, 
and medium of information. 

“If any further proof be needed 
of the indispensability of a trade 
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paper, one has only to look at the 
growth in popularity of the 
house organ. Literally thousands 
of house magazines have mush- 
roomed all over the country. 

“Just as the members of a 
single organisation like to read 
about themselves and their col- 
leagues, so do the members of 
a single industry. It is the un- 
dying magic of the printed word, 
which—like matter _ itself—is 
indestructible.” 

* * * 

FULL MARKS were given to the 
trade press by Frank Edwards, 
sales promotion and advertising 

@ Continued on page 60 


An ad design that links 


rockets 


NOTABLE advertisement 

is appearing in the tech- 
nical press for the John Dale 
organisation. 


They are a large company who 
manufacture extrusions of all 
kinds but advertise primarily their 
collapsible tubes which are used 
for toothpaste, mustard, etc., 
their tins for solid brilliantine, 
talcum ene etc., and their 
special closures for bottles. 


They have, however, a large 
foundry at London Colney where 
they make aluminium extrusions 
of all kinds, primarily for scientific 
purposes such as radio and tele 
vision. 

Recently they called in Saward, 
Baker & Co., Ltd., and asked them 
to put over a more modern 
development and announce the 
firm's entry into the field of elec- 
tronics (rocket development, 
robots, dectronic brains and 
nuclear fission). At the same 
time, however, they wished to 
maintain the advertising of radio 
and television parts plus alumin- 


and electronics 


ium tubes used for various other 
industries. 

This was no simple assignment 
for the agency After much 
thought it was decided that the 
best method would be to use an 
impressionistic type of advertise- 
ment consisting mainly of illus- 
trations with just a small amount 
of copy. The result is reproduced 
above. 


Superimposed designs 

“We used a background of con- 
ventional appliances upon which 
we superimposed rocket and 
electronic designs,” Hal Saward, 
director, has written. “The main 
problem here,” he has continued, 
“was to keep the background 
prominent and detailed so far as 
possible in spite of these super- 
imposed designs. After much 
trial and tribulation we were able 
to obtain the effect which covered 
the wide range to which their 
products can be applied. The 
background is in no way futuristic 
and in fact consists of actual pro- 
ducts which John Dale manu- 
facture.” 
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manager of Ingersoll, at a trade 
“brains trust” meeting held in 


London during the _ recent 
“National Watch and Clock 
Week.” The British Jeweller 


quotes him as saying: “The trade 
journals are the background and 
backbone of any campaign to the 
retailers. Any manufacturer who 
wants to put over his story to the 
trade must obviously support the 
trade press.” 

He went on to reveal that in 
the horological trade alone about 
£290,000 was spent in press ad- 
vertising in the first six months 
of the current year to move stock 
that was on the shelves. In the 
second half of the year the ex 
penditure would probably be 
doubled, yet the cost of this ad 
vertising represented only four- 
pence in the £ of total produc 
tion costs. 


Wasted display aids 


Did retailers, he asked, fe« 
they could sell more watches |! 
there was no advertising and tt 
price of a watch was reduced b 
fourpence in the £? That was 
the short answer to those who 
asked if advertising was neces 
sary and if it was a waste 
money 

Threepence, said Mr. Edwards 
could buy a single column with: 
the Daily Express, seen by 6,000 
people a day (based on £25 a: 
inch for four million readers) o 
the same amount in a nationa 
magazine seen for a week It 
would buy space in a Londor 
bus, seen by 4,000 people for 1! 
minutes over several days. Or it 
would enable two postcards to be 
mailed to possible customers 


Yet with all its power, ad- 
vertising on its own had never 
sold a thing, he went on. Ii 
created a demand, stimulated 
interest, provoked action, but 
did not, except in the case of 
mail order, sell. The selling 
was done by the retailer at the 
point of sale, and £23 million 
was spent last year by the 
country’s manufacturers’ in 
display aids, half of which 
were probably thrown away. 
Retailers received the display 
material and often did not 
bother to use it because it 
might disarrange their window, 
was too big or too small, or 
the wrong colour. 

During “National Watch and 
Clock Week” thousands of 
pounds were spent by manufac 
turers in the national and pro 
vincial newspapers to boost 
sales Scores of articles were 
published in the newspapers and 
magazines and other publicity 
was obtained “Hundreds of 
showcards had been sent to re 
tailers, yet I have not seen a 
solitary one in a retailer's win 
dow to link up his business with 
this nation-wide event,” said Mr 
Edwards. “Why have the retailers 
neglected to observe the impor 


@ Continued on page 6! 
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tance of point-of-sale publicity? 
Perhaps they can tell me I 
don't know.” 

He pointed out that manufac 
turers could only keep prices low 
if sales were high. They needed 
retailer display, and if they did 
not get the co-operation of the 
retailer they were wasting a lot 
of money in advertising 

That is the sort of 
that sets them thinking! 


pep talk 


Planes parade 


A COLLECTION of 
picting current types of British 
aircraft was announced, not 
without professional pride by 
Flight, as something quite out of 
the ordinary 

Sumptuously presented in port 
folio form under the title “Flight 
Fly-Past,” the feature consoli 
dated some of the choicest and 
most recent work of Fligh 
photographers John Yoxall and 
L. W. McLaren. The plates were 
so disposed as to contrast one 
with another, and ranged from 
“straight” views of present-day 
machines to ethereal vistas 
standing among wh 
Lands Forlorn 
Hawks “swim 
above a 
cloud, land 


24 plates de 


out 
Facer 
Sea 
like strange fish 
magical prospect of 
and sea.” 


ch was 


wherein 


Car selling points 


Back on terra firma, the 
car lately came out with the sug 
gestion that, with the shape of 
cars now more or less settled t 
was time for the makers 
a more practical 
ment and 
by the size of its 
Show numbers 
of considerable 
knowledge 

The journal's view is 
stylists pure and simple are, per 
haps, starting to have too much 
of their own way with British 
cars, as they have had with a 
number of foreign ones 


ture 


to turn 
eve on equip 
And judging 
recent Motor 
a votre 
experience and 


deta 


this Was 


that the 


. . 
t Circus pictures 
THAT THE “¢ 
organised by 
grapher in conjunction with the 


rcus Competition” 
imateur Photo 
proprietors of Bertram Mills’s 
circus is to be held again this 
year is not surprising: it has be 
come a recognised annual event 
in the photographic world 

Prizes to the total value of 65 
guineas are offered for the best 
pictures taken at Olympia during 
the run of the circus. The judg 
ing is carried out jointly by the 
journal and the Bertram Mills 
organisation 

Enthusiasts taking part have no 
need to apply in advance for per 
mission to use 4 camera al any 
of the performances, the journal 
points out ; on the contrary, “still” 
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Technical Print Review 


A chemicals booklet with 


oriental atmosphere 
By ROGER DARCY 


A CORRESPONDENT 

sends me a small booklet 
which he describes as one of 
the most admirable pieces he 
has seen for some time. It is 
a direct mail piece from a 
German chemical manufac- 
turer, Deutsche Hydrierwerke, 
G.m.b.H., of Dusseldorf, and 
publicises a new suspending 
agent in the lacquer industry 
called 31-11. 

This booklet, however, is so 
far removed from the ordinary 
printed publicity for chemical 
manufacturers that I am inclined 
to agree with our correspondent 
about it being “admirable.” First 
f all it is printed in the most 
lelicate and charming colours by 
litho, showing what appear to be 

hinese designs (I say “appear to 
xe’ because they may be by a 
German artist). 

The colourful dragon on the 
lirst page is not only blue, yellow 
cod orange, but also has a real 
vetal head—a thin sheet. “Dear 
Business Friends,” the copy be- 
gins, “The early history of 
lacquer production is closely 
related to the Chinese and the 
tOUS@ . «. 

With such an opening, one is 
hound to read on. 


Our correspondent confesses 


The dragon's head i: real metal. 
that he does not k>.w in what 
country it was print I would 
say Germany and, b.-ause of the 
setting—unjustified pewriter—I 


would say it was prited in the 


firm’s own “smal! offset” sec- 
tion. The wonder, at first, was 
whether the obvious ‘vpewriting 
would be a drawback —but such 


is the charm of the drawings, the 
@ Continued on page 64 
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cameras may be used freely by 
all members of the audience 
~hether they intend to enter their 
photographs in the competition 


or not. 

Tripods and flashlights, how- 
ever, are not permitted for 
obvious reasons. 


Press at battery demonstration 


Representatives of the trade and technical press in Glasgow were 
present at the demonstration of the new Oldham “Power-Seal” battery, 


as were members of the 


general 


press. Left to 


right 


Gavin Starey; W. H. Hamp Hamilton, “Glasgow Observer’; J. O’Brien, 
Odhams Press Lid., Glasgow; D. Hamilton, Benn Bros., Glasgow; 
Sidney Nichol, George Newnes Ltd. Glasgow; and J. Barr, the 


“Bulletin,” 


Glasgow. 


are: | 
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9 Chewing Gum Mfrs. Il Kapok Down Mfrs. 22,824 Tobacconists 
22 Dustbin Mfrs. 8 Lead Smeliters 12 Umbrella Stand Mfrs. 
9 Escalator Mfrs. 903 Milk Bars 76 Vinegar Brewers 
30 Firework Mfrs. 86 Needle Mfrs. 1S Windmill Builders 
96,650 Grocers 59 Oyster Rooms 8 Xylophone Mfrs. 
1! Hair Grip Mfrs. 8 Pen Clip Makers 2,565 Yarn Spinners 
20 Invalid Chair Mfrs. 99 Quilt Mfrs. 16 Zoos 


and al] the other names and addresses on our files—to say nothing of the 
DIRECTORS AND STAFF 
who are always at your service at 


SMITH, DALBY-WELGH LTD. 


ESTABLISHED 1868 
11112 HALF MOON COURT, ALDERSGATE STREET, LONDON, E.C.1 


7 yes, we know we're a bit early— but if you 
entrusted your Christmas (and other) Direct Mail 
affairs to us, you’d always be in good time, too! 
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Sell to the 
Shipping Companies. 


t 
 -€& 


through the advertising 
columns of 


TE CHIEF STEWARD 


AND SHIPS’ STORES GAZETTE 


by the Catering and Purchasing departmenis of the 
Shipping Companies and Ship Stores Merchants. 


“tae 


Send for a specimen copy and rate cord: 
Chief Steward and Ships’ Stores Gazette, 26-28 Billiter Street 
London, E.C.3 


Telephone No. Royal 5322 


a group of nine 
influential newspapers 


A.B.c. NET SALES 


124.728 


Associated Kent Newspapers Ltd. 


LONDON: E.W PLAYER LTD., 30, FLEET ST, EC4 


J 


o 
’ 


WELLINGTO 


SHREW SBUF 


| NET SALES yt | | > WEEKLY (ABC) 


London Representative 
DAVID L. CLACKSON, 80 FLEET STREET, E.C.4 (Fleet St. 2626) 


ail 


SA ES 


A reliable medium for HOME and EXPORT 
advertising, reaching the firms that matter, 
and read by executives in all branches of the 
Metal and its allied industries. 


TWICE WEEKLY TUESDAYS AND FRIDAYS 


Published by METAL INFORMATION BUREAU LTD. 
Birkect House, 27 Albemarle Street, London, W.!. 


WRITE FOR SPECIMEN COPY & RATES ) 
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TECHNICAL PRINT REVIE W—continued 


In the view of Roger 


half tones int 


colour printing and opy that 
I am sure the ave business 
recipient would not tice that 
the body matter was not set in 
conventional type 

From a small ite f charm 
to a very fat catal or shoes 
from Norvic Shoe ¢ Ltd. This 
has been very well ted, I must 
say, by St. Clements Press. Cover 
is an attractive black nk, green 
and blue, utilising modern 
French script Mistr: as does 


the opening page 


By contrast, the “Kultie” trade 
mark looks a bit out ied. The 
colours on the coy refer to 
shoes for ladies nk), men 
(green) and child (blue) 
Thumb indexes nilarly 
coloured, take reader 
straightway to section 
required Basic typeface is 
Times, although othe are used 
very well—no_ clashing. and 
Mistral is worked in with skill 

A smart look 
For Telephone M facturing 


Co., Ltd., G. Street & Co., Ltd., 
recently designed and produced, 
in conjunction with the advertis- 


ing manager, a book st 
cations of the ¢ arpent 


ed A ppili- 
Polarised 


Relay. Printed by Tillotsons of 
Bolton the job has a smart, con- 
temporary look about Cover 
is a shiny black with t title (no 
capitals) in reverse Other 
colours on the cover yellow 


and black 
Inside, the typographic theme 


for headings is still the Gill 
family but other sans serifs are 
used. Clever use is made of cut- 
out half tones, and the whole 


' 


thing has a very clean look about 
it There is just one drawback 
the second colour is a salmon- 
pink, which is not very attractive 
and does not go well with tech- 
nical illustrations 

Various shades of pink seem to 
be the th ng these Even 
those very print-conscious people 
High Duty Alloys Ltd., have suc- 
cumbed to its allure. Their 
latest booklet Aircraft Castines 
in Hiduminium and Magnu- 
minium has a pink cover. 


days 


vere « weeae 


varcy, a clever use has been made of cut-out 
hooklet about a polarised relay system 


q ¢ Prete 


—_—— 
~ 


This 


very 


Norvic 
well 


been 
Re ger 


catalogue has 
printed, says 
Darcy 


That apart, the cover itself is 
very striking. A large circular 
casting is photographed slightly 
at an angle. The centre is cut out 
and the title of the book set in 
grot italics. The background is 
pink, and the overprinted black 
shadow looks rather different from 
the black of the casting as the 
pink is showing through. It cer- 
tainly achieves a striking effect. 

Inside, the layout is not quite 
so striking though efficient and 
well presented Large bled-off 
half tones with Gill sans captions 
make the point the manufac- 
turers wish to drive home. 

More striking colours are used 


for the booklet about Ediswan 
clix fluorocarbons. A good spank- 
ing red is used in the highly 


stylised design on the cover. It 
has a black background and blue 
is also used. I cannot pretend 
to understand the technicalities of 
Polytetrafluoroethylene, but I do 
see from this booklet how useful 
it is for making components and 
parts. 

The booklet, which has been 
designed and produced by 
London Typographical Designers 
Ltd., makes very clear the copy 
by the Ediswan Publicity Depart- 
ment. 


Decemper 9. 1955 
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Every single signplate 
“the cowing | (ERIE guaranteed for 
Guarantee . | 3 years 


Every Cowling sign is guar- 
anteed for 3 years against 


FADING 1 . 
CHALKING | = Cowling 


DISCOLOURATION | of Charlton 


or DETERIORATION "| make more outdoor signs than any similar organisation. 


3 unless caused by mechanical i 
t i damage. c N. L. COWLING (CHARLTON) LTD., 
ARMSTRONG GARDENS, WOOLWICH ROAD, 


| -~ * iia ateatite audiiiaiie : 
3 ee OS ee es ee LONDON, $.E.7 Telephone : Greenwich 0051/2/3 
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NATIONAL PRESS ADVERTISEMENT 
AGENCY: J. Walter Thompson Company, Ltd. 


ART DIRECTION: Ted Jones 
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NEW TAX MOVE 


Front page of the issue of “The 
Statesman” which won first prize in 
the competition for printing and 
design among English-language 
daily papers published in India. The 
contest was organised by the in- 
formation and broadcasting depart- 
ment of the Government of India. 


NEW FLUORESCENT 
INK RANGE 

A new development in the 
field of flexographic inks has 
been announced by Industrial 
Colours Ltd. A range of day- 
light fluorescent colours “of 
Startling brilliance” is now avail 
able, they state. 

These inks, marketed under 
the trade name of Fluoflex, can 
be used in packing, and Indus- 
trial Colours Ltd. are regular} 
exporting large quantities of 
these inks for use on paper bags, 
wrappers and fancy papers 

The printing qualities of 
Fluoflex inks are described as 
no different from those of 
normal pigmented aniline inks, 
but as they are relatively trans- 
parent, the brightest effects arc 
achieved when printed on a good 
white paper. 

Fluograv fluorescent 
inks are another important 
development of recent months 
Possessing similar colour charac- 
teristics to Fluoflex, Fluogray 
inks have been specially formu- 
lated for gravure printing. 


gravure 


Publishers’ trophy 
panel decide 


A judging panel has decided 
the 1955 winner of the Publishers’ 
Publicity Circle Silver Trophy, 
awarded annually to the member 
of the Circle responsible for the 
outstanding piece of book pub- 
licity of the year. The members 
of the panel, Mrs. Beatrice Warde 
(Monotype Corporation), Ken- 
neth Horne (managing director, 
British Industries Fair), and 
Major Charles Cousland (W. S. 
Crawford Ltd.), will announce 
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THE GRAPHIC ARTS 
—a weekly news survey 


Rockwell is the Monotype Cor- 
poration’s contribution to the 
many Egyptian faces which 
were designed in the 30's. 

“gyptian is the name given to a 
typeface with thick slab serifs. 
Ihey became popular in the 
early part of the nineteenth 
century, and were often known 
is Antique. 

The origin of the name Egyptian 
s obscure, although some 
\uthorities say it arose from 
the great interest at that time 
in Egyptian antiquities, aroused 
because of Napoleon's activities 
n Egypt 

The slab serifs of these types are 
nearly equal in thickness and 
there is not much differentia- 

on in colour 


Early in the 1930’s there was a 
revival of the Egyptians and, 


led by the Germans, the 
various typefounders all pro- 
duced versions, many of them 
having “Egyptian” names 

Stempel produced Memphis in 
1929, the Bauer foundry Beton 
in 1930, Ludlow Karnak in 
1931, Ludwig and Mayer Luxor, 
and American Type Founders 
Stymie in the same year, and 
then Monotype Rockwell in 
1934 

Rockwell is one of the most 
popular of Egyptian faces in 
this country The upper case 
“A” is notable in having a 
slab serif, the “G" has no 
spur and the “Q” has a tail 
entirely outside the bowl. 

Shown here is 18 point Rockwell 
Medium. There is also Rock- 
well Light and Rockwell Heavy 
and a three-dimensional version 
Rockwell Shadow 


Ad art exhibitions 


An article, “ Advertising Art or 

in Advertising.” in the 

nt issue of Graphis, draws a 

nparison between the Art in 

h Advertising exhibition 

{ at the RBA _ Galleries, 

ndon, and the AGI exhibition 

in Paris earlier this year. The 
article is by Charles Rosner. 

He says that the two exhibi- 


‘Pleasures of 
Printing’ 


Baynard Press (Sanders Phillips 


& Co., Ltd.), of Chryssell Road, 
London, S.W.9, have issued the 
second number of their house 
organ, The Pleasures of Printing 
It carries an article on letter 
heads, the work done for the 
Orient Line by the Press for more 
than SO years, and the second 
instalment of the biography of 
Thomas E. Griffiths, well-known 
Hthographic expert. 

There is also an article on the 
British National Bibliography, 
which is printed by the Baynard 


Press 


A party from 


‘complementary’ 


tions are complementary and at 
the same time contradictory: 
“The artists of AGI proved that 
at its best their work for and in 
advertising can be art, while the 
creative individuals in British ad 
vertising submit that there are in 
stances when art can be hired for 
advertising 


“The underlying philosophy 
of the first can be expressed as 
‘advertising art—a_ stage of 
organic evolution giving artistic 
merit to a functional product or 
activity; the second—‘art in ad- 
vertising’—-means the accentua 
tion of the widening gap between 
advertising and the arts.” 


Mr. Rosner says that the 
London exhibition gave the im- 
pression that art in advertising 
played a role similar to that of 
advertising in the arts at the end 
of the 19th century, when artists 
made an excursion into the field 
of advertising 

Most of the exhibits—many of 
pre-war and pre-1914 war vintage 

were posters, which Mr. Rosner 
describes as the “least-used” 
medium in British advertising to- 
day 


Production 


ADVERTISER'S WEEKLY 
‘Promising 
results’ from 
new machine 


An electronic instrument being 
developed by the Printing, Pack 
aging, and Allied Trades Re 
search Association for control 
ling colour on the run has under- 
gone laboratory trials and pro- 
mising results have been ob- 
tained 

A prototype has been built and 
was shown to the public for the 
first time at Patra’s annual 
general meeting held in June this 
year. Since then, work on it has 
mainly been concerned with de 
sign points, such as operation 
over a wide range of printing 
speeds, a greater range of ink 
densities and a device for select 
ing the required area of colour on 
the paper. At present, the instru- 
ment will only operate when 
white paper is used 

By means of an optical scan 
ning head and associated elec- 
tronic circuits, the equipment can 
indicate to what extent each 
specimen departs in colour from 
a previously-set standard. Read 
ings are displayed on a meter 
which shows, by a swing cither 
to the left or right, whether the 
colour is too dark or too light 
and approximately how far it is 
in error in terms of reflection 
ratio 


Spicer’s modernise 
at Leeds 


Spicer's Ltd. moved into thet 
modernised premises at 33 Park 
Place, Leeds, recently 

The celebrations of the re 
opening began when the chair- 
man, Lancelot Spicer, entertained 
80 Yorkshire printing and paper 
men to cocktails. With him were 
Charles Goody, the merchanting 
director, A. Duckworth, director 
and W. F. Wood, the Leeds 
manager 

On the following evening, 
Charles Higgins, sales and mar 
keting director, was host to a big 
contingent of paper men and 
managers from al! parts of 
Yorkshire 


the Advertising Agency 

Brown Knight & Truscott Lid., when the above photograph was taken. Members were conducted round all 

sections of the factory, and saw not only work in progress, but also some of the developments in both 

letterpress and lithographic printing techniques which the company is pursuing The visit was arranged as 

part of BKT’s policy of promoting closer client-printer co-operation and understanding. A leaflet was produced 
for the visitors, telling them of the activities of the firm. 


their decision at the Christmas Association visited the 
mecting of the Circle on Monday, 
at Martinez Spanish Restaurant, 
Swallow Street, Piccadilly, at 


12.45 p.m 


Tonbridge printing works of 
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BUSY TIME ON 


Durinc their cight weeks in the 

United States, John Halas and Joy 

Batchelor—the film cartoon people 
had a busy time 


Invited to New York by the Mon 
santo Chemical Co., for whom they 
produced a Technicolor cartoon on 

lastics, “ The World That Nature 
orgot,” they also attended the 
opening of their first exhibition of 
art work at the Society of Illu 
trators in New York, displaying th< 
work they had done for “Cinerama 
Holiday” and “Animal Farm 


Mr. Hales lectured before the Ari 
Directors’ Club and showed his 
studio's latest commercial pictur: 
to many leading advertising age: 
cies He also spent 10 days i 
Hollywood as the guest of Stephen 

tow, president of the UPA 
cartoon studios 


Preview party 


ONE of the last public acts of 
hospitality of George Cooper a. 
Hulton Press advertisement con 
troller, before his impending depa: 
ture to ABC Television Ltd. wa 
another of those highly enjoyabl 
annual Picture Post film parties. 


This time about 60 people, mostly 
agency executives and their wiv 


U.S. FILM TRIP 


were entertained to a preview of the 
Metro-Goldwyn-Mayer Frank Sina- 
tra comedy “The Tender Trap” in 
MGM's private theatre in St 
James's Street 

It came about, I understand 
because Noel Holland, advertisement 
manager of Picture Post, and J. 
Leslie Williams, MGM's director of 
publicity, were brother officers in 
the RAF. Incidentally, Mr. Hol 


John Halas (right) and Joy 


Batchelor with Borden Mace, presi- 
lent, Louis de Rochemont Corpora- 


ion, who are pioneering a new 


wide-screen process, Cinemiracle 


ADVERTISING MANAGER’S CORNER | 


“GOOD sHiow”~ 


Business is always a bit of a pantomime 


around Christmas time and ours is no 


exception to the rule. 


But we are always 


ready to play Fairy Godmother if it’s a 
question of getting one of our clients out 
of the wood. We've starred in the part 


year after year and if you want to see 
your product right out there in the lime- 
light, our magic wand is at your disposal. 


distinctive showcards, 


clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W./ 
Tel.: REGent 3295-6-7 


ATV OO TUE! 8 oo s/o “re «&. 


At the “Picture Pos 
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film show party (1. to r.): Mrs. Ducker, John Mann 


(Lintas), Mrs. Mann, and Cyrus Ducker (London Press Exchange). 


land's wife, actress Greta Gynt, was 
among those present 
The film was int 
special Picture Post ' 
ing the guests, and w 
a champagne buffet I 
the evening, cach gu vas given 
a package containi : tn of 
Mackintosh’s Quality et toffces 
which a label described 1s “one of 
the many quality f cts adver- 
tised in a quality n ie." 


Gets his 


A FORMER French « 
is employed by an 
gamisation to operatic 
Alfred LaRocque. Ca 
he was once a Mountie 
proverbially get what | 
Now an Americar 
LaRocque has for the 
worked 


luced by a 
ler welcom- 
rilowed by 
round off 


man 


inadian who 
erican or- 
Europe is 
be because 
d Mounties 
y go after? 
tizen, Mr. 
t ten years 
with the | da Citrus 
( mmission, 

1 State organ- 

ition that 

promotes the 

es of Flori- 

ca citrus pro- 

ducts at the 
consumer 

level. Now he 

has been ap- 

pointed their 
Furopean 
representative. 

Part of the 
ommission’s 
is to sup- 
retail out- 

n America 
rope and 
material. 


and, eventually, in | 
Britain, with point-of-s 
Based on Frankfurt, he will pay 
particular attention to Germany, 
Holland, Belgium, Switzerland, Swe- 
den, and France, as well as periodic- 
ally visiting Britain. Indeed, he feels 
it would pay the Commission to have 
a permanent representative here 
Before the dollar restrictions, Britain 
accounted for about 90 per cent of 
their canned grapefruit section's 
exports 

The Commission has 
tended the Frankfurt, 
Cologne Fairs and 
inspect Fairs here. 


ilready at- 
Ghent and 
proposes to 


* * 


S RUBLUK is not, as you might 
imagine, the name of a visiting 
Czechoslovakian orchestral con 
ductor It is the initials for the 
Society for the Reinvigoration of 
Unremunerative Branch Lines in the 
United Kingdom, who are secking 
an honorary PRO 

Sally Ayres, who before she got 
married recently was Sally Legge, 
has had to turn down this job— 
regretfully, because she is in favour 
of anything that is anti-bureaucratic 
But now she has no time for her 
PR consultancy work, except for 
her working arrangement with Alan 
Betts, and her features for house 
yournals 


Ancient and Modern 


THe Birmingham agency, Jack 
White & Associates, were at home 
last week to Lord Euston, member 
of the National Trust and vice- 
president, Society for the Preserva- 
tion of Ancient Buildings 

The reason for his 
interest in this very 20th century 
agency is that their headquarters 
are in Stratford House, a black-and- 
white dwelling dating from 1601, 

Scheduled for protection as an 
ancient monument after narrowly 
escaping demolition, this former 
Elizabethan manor house has 
become a hive of commercial 
activity 

Lord Euston’s verdict? An im- 
pressive piece of revitalisation! 


* * * 


"TRAVEL writer Kenneth Westcott- 
Jones is off to South Africa by 
Tropic Airways on behalf of Go, 
the travel magazine, and other news- 
papers and magazines. He will be 
away for about 10 days. The pilot 
of his aircraft will be Captain kurt 
Kaye, the man who taught Goering 
how to fly 


* * * 


lordship’s 


@N Boxing Day, John Webb, 
managing director of John Webb 
Press Services, hopes to race at 
Brands Hatch in a Martin $00 c.c 
baby car, which his company has 
helped to publicise 

Organised by the British Racing 
and Sports Car Club, the event is 
popularly known as “Brands Hatch 
on Ice.” 


* * * 


"THE British Motor Yacht Club 
award for the longest non-stop 
cruise of the season has gone to 

Peers, managing director of 
Rooster Publicity. A keen yachts- 
man, he spends much of his spare 
time cruising in the Thames Estuary 
and visiting Channel ports 


CONTACT 
WEEK'S WISECRACK 


~ 


“ Our 

that after this week the only 

figure he wants to look at is 
Marilyn Monroe's.” 


TV executive says 
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FEBRUARY 17 


1956 


Commercial Television 
starts in the 


Midlands 


A.B.C. Television Limited, 
programme contractors for 


Saturdays and Sundays, urge 


you not to delay in booking 
your time requirements. 
Temporary Rate Cards have 
now been distributed, if not 
already in your possession 
please contact us immediately 


A.B.C. Television Limited, 
Pathé House, 133 Oxford St., W.1 


Telephone: GERrard 4314 
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Publications News and Notes 


Largest number 
of ads ever 


The largest amount of advertising 
in its history is carried in the 
Smithfield and National Poultry 
Show issue of Poultry Farmer this 
week. The issue. the fifth special 
number of Poultry Farmer to carry 
colour advertising on its front and 
back covers, carries a total of 115 
advertisers’ announcements—cxclud 
ing classified advertising—in 25} 
pages of advertising, and runs to 
44 pages. 

. ” * 


The 116page January issue of 
Mother will be the biggest January 
issue in the history of the magazine 
It will contain 41 pages of adver 
tisements. 

* . 


Details and illustrations of mor« 
than 100 permanent camps through 
out Great Britain are included in 
the 1956 issue of Holiday Camps 
Directory and Magazine, published 
by Stone & Cox Lid. (Is. 6d). It 
is strongly supported by holiday 
camp advertisements. 

4 - ° 

A promotion folder for FBI 
Review claims that advertisements 
have about trebled over the last four 
years, and that the current issue ha 
a record advertisement content. | 
states that 74 per cent of copies g& 
to chairmen, governing directors 
managing directors, and directors 
L. W. H. Butcher is advertisement 
manager. 


Bing Crosby and Dickie Valen- 
tine will present their second annua! 
Christmas Song Album in the issue 
of Mustrated on sale next Wednes 
day. Press advertising for this issue 
will include a half-page in the Daily 
Mirror. 

” - 

Woman next Thursday will con- 
tain a special Christmas cookery 
feature 


* * 
The women's section of the 
county journal, inghamshire 


Interest Magazine is to be enlarged 
This follows the appointment of 
Mrs. Cherry Campbell as women’s 
editor. 

* od * 

The February issue of Electrical 
Industries — will be chiefly 
devoted to refrigeration. It will in- 
clude technical articles from leading 
figures in the industry and a message 
from the British Refrigeration Asso- 
ciation, who are co-operating. 

- * ca 


The December issue of Good 
Housekeeping contains 16 pages of 
gift suggestions. 


* * 

Motor Racing is to produce a 
monthly motor rally supplement for 
distribution, free of charge, with 
each copy. They will begin with the 
January issue. 

* 


* 


* 
The Autocar (Associated Iliffe) 
celebrates 60 years of publication 
vith its special diamond jubilee 
vumber to-day (Friday). 
> * * 

Audited net daily sale of the 
Daily Telegraph during November 
was 1,060,176. 
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Hanover Square 
specialises in popularising 
distinctive products distinctively 
TOWNEND-SMITH & HARDY 


LIMITED 


Incorporated Practitioners in Advertising 
MAYFAIR 4847-9 
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The Lord Mayor oj Birmingham, 


Alderman A. L. Gibion, presents 
the Sunday Mercurys award to 
Miss Angela Vaug! winner of 
the paper's “‘Mercur) rl” contest 
at the West End Ba Birming- 
ham. In the cent film star 
David Knight, and is right is 
Sheila Pockett of G' Barr, Bir- 
mingham, who came ynd in the 
contest 
* 7 * 

The eighth in the es of Lilli- 

put gift mailings ha n sent off 


to 280 advertisers 
agents It consists 


advertising 
miniature 


bottles of Gordon's ‘ Beaufoy's 
Van der Hum liqu ind Rose's 
Orange Squash, to r with a 
leaflet containing tw cipes, one 
for a special Lillipu: cktail, and 
another for success advertising 


through Lilliput. 


New quarterly 


The Industrial Clu) is a new 
quarterly magazine ports and 
social clubs in industr; commerce, 
and public § services t is pub- 
lished by Chiltern Pre hartridge, 
Bucks. The Duke of | « inburgh sent 
a message of good hes to the 
magazine, and th« (autumn) 


issue contained messages from Lord 


Hives, chairman of Rolls-Royce 
Ltd.. and other ind il leaders 
Subscription rate is | year. 
» * x 
The January issue of ight Craft 
will contain a preview of the ex- 


hibits to be seen a ve second 
National Boat Show «hich opens 
at Olympia on December 29 


* * * 

The January issuc oi The Cara- 
van will contain a road and site 
test report of the istic-bodied 
Freeman Glencairn, one of the ex- 
hibits in the caravan secuon of the 


Motor Show 


Publishing monthly 


From January | the West Indian 
Review will be published monthly 
instead of weekly, Representatives 


in this country are Joshua B 
Powers Ltd 
> o * 


Commencing with this month's 
issue, two editions of Mo 
News will be published cach month, 
one for the southern part of the 
country and one for the north. 

* * * 

The January issue of Handyman 
will be featured on commercial TV 
on Saturday. December 17, by 
managing editor W. P. Matthew in 
his Do-It-Yourself programme. Fea- 
ture of the issue will be an index 
to all the articles that have 
appeared in Handyman since the 
first issue of November, 1954 
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A proposal that a trade display 
centre should be established in 
Dublin was made by H. E. McCor- 
mack, managing director of J. G. 
Rathborne Lid. to members of the 
Incorporated Sales Managers’ Asso- 
ciation (Ireland branch) in Dublin 
last week. 

* * 

Sunderland Corporation is to get 
a minimum of £7,500 a year Se 
advertising rights on its buses under 
a mew agreement starting next year, 
compared with a minimum of 
£5,000 under the old agreement. 

* * 7 


Worthing Corporation is to spend 
£2,511 on spring press advertising. 
ri eam Corporation will spend 


* * 7 


Problems of the development of 
outdoor advertising in Birkenhead 
are being discussed with the local 
council by area representatives of 
advertising firms. 


£100 for winner 


The Mazda Queen of Light Com- 
petition, which has been running 
throughout the United Kingdom 
since August, reaches its climax 
next Monday when the final judging 
of the Queen of Light takes place 
at the Lyceum, Strand. The winner 
of the competition will receive £100. 
Altogether £1,000 in cash prizes is 
being given. 

* * * 


Peter Hope Lumley has formed a 
fashion and photographic model 
agency, under the name of Peter 
Lumley Lid. Mr. Lumley will be 
managing director and Mrs. Edward 
Pearce co-director. It will open on 
January 2. 

* . * 

Central Publicity Services Ltd. 
have been appointed public relations 
advisers to Feb (GB) Ltd. to launch 
their new product, Febspeed-Plus, 
an anti-frost agem for concrete and 
cement. 

i 

The Carlton Berry Co. Ltd. have 
been appointed representatives in 
this country for Bauamt und Ge- 
meindebau, Zentralblatt fiir Indus- 
triebau, Technischer Handel, Indus- 
trie-Lackier-Betrieb, and Farbe und 
Lack. All are German monthlies. 


Bonus cheques 


Birmingham Gazette and Des- 
patch Ltd. transport and circulation 
staffs have been presented with 
bonus cheques by Laurie Gupwell. 
chairman of the Birmingham Acci- 
dent Prevention Council, in recogni- 
tion of an accident-free year. 

* * * 

Wally Peterson will be the star of 
the cabaret at the annual press ball 
of the trade and technical branch 
of the National Union of Journalists 
at the Empire Rooms, Tottenham 


Court Road, W.1, on Thursday, 
December 15. 
- * 


Derek Younghusband, an account 
executive with J. Arthur Rank 
Screen Services Lid., gave a talk 
on screen advertising to the Seven- 
oaks Ciné Society. 

* * 


Change of address: Rooster Pub- 
licity Ltd. (media and production 
departments) to Summit House, 
1-2 Langham Place. London. W.1; 
G. S. Royds Ltd. (PR department) 
to 9 Mandeville Place, W.1. 
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CHANGE OF ADDRESS 


Certain divisions of G. 8. ROYDS LTD. have moved 
to new oftices. As from today all correspondence for :— 
AK KAQAK WUC < 


OVERSEAS DIVISION - PUBLIC RELATIONS | | 
MEDIA DEPARTMENT - VOUCHER SERVICE KS 


XS 
S 
: 
Y 
SS 
SS 
\ 


should be addressed to: 


G. S. ROYDS LTD. 9, MANDEVILLE PLACE W.1 


TELEPHONE WELBECK 7733 


G. S. ROYDS LTD - 160 PICCADILLY, LONDON, W.1 
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Stratford House 

9 Eden Street, London, N.W.1 
FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


(THE specialised monthly 
journal dealing with all 
civil engineering in which 
earth-moving and earth- 
moving equipment are in- 
volved open-cast coal and 
iron ore, hydro-electric 
developments, land re- 
clamation, harbours and 
docks, coast defence works, 
river widening, canal con- 
struction, etc. 


MUCK SHIFTER 
and Public Works Digest 
is another publication of the 


LEONARD ‘Hill 


CHNICAL GROUP 
| 
| 
| 


CORROSION TECHNOLOGY 
MANUFACTURING CHEMIST 
FIBRES (NATURAL AND SYNTHETIC) | 
PAINT MANUFACTURE 
WORLD CROPS—aTOMICS | 
FOOD MANUFACTURE | 
POTTERY AND CLASS | 
BUILDING MATERIALS | 
MUCK SHIFTER 
PETROLEUM 


National launch 


‘revolutionary’ 


Harduraloop, a new plastic-backed 
carpeting, is to be _ launched 
nationally next March. The carpet 
ing is manufactured by S. & J 
Walsh Lid.. of Lancashire, who 
claim that it is “revolutionary and 
inexpensive, and fire, mildew, moth 
and beetle resistant.” 

Advertising is being handled by 
Wilson Advertising Ltd. who were 
recently appointed as agents. The 
launching campaign will use full- 
pages in colour and black-and-white 
in women’s magazines, together 
with 15 in. by 4 col. and 11 in. 
re spaces in national Srenpapese 


Special Christmas 
spot for butter 


During the next two weekends, 
the Butter Information Council wil! 
show a special Christmas version 
of its television commercial The 
new spot, which features the family 
Christmas cake, will be screened at 
Saturday and Sunday tea-times 

The spot opens with the cartoon 
irchin and his sister, who have been 
widely featured in the Council's 
dvertising material, busy round a 
large mixing bowl Agents are 
Saward, Baker & Co., Ltd. 


during 1956 for 
new carpeting 


dealer 


Co-operative ivertising in 


the provinces is also ned. 

The product was ially intro- 
duced to the press week, when 
at press receptions Gordon Millem, 
of Wilson Advertising. told jour- 


nalists of the produ 
French travel and 
holiday campaigns 


Acting for the |} Govern- 
ment Tourist Off and the 
Boulogne Chamber Commerce, 
Havas Ltd... Londor ernational 
advertising agency onducting 
two campaigns in spring to 
publicise holiday | travel 
facilities 

The French Gov vent cam- 
paign will be run or theme of 
“Holidays Are Suct 1,” and is 
designed to. attr jurists to 
France. Media to ed include 
national and provir papers, as 
well as poster cams ns in large 
towns 

“Cross by Bou the Gate- 
way to Enjoyment e the copy 
line of advertisemer the Bou- 
logne Chamber ‘ ommerce 
operators of the Bou car ferry 
terminal. Spaces g booked 


in motoring papers national 


Sundays 
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NEW ACCOUNTS FOR 
LAMBE & ROBINSON 


In addition to the Scribbans- 
Kemp (Bakeries) Ltd. account 
(see page 3), Lambe & Robinson 
Ltd. have been appointed to 
handle advertising for two other 
new clients from January 1. 

These are Somnus Mattresses, 
manufactured by William 
Rhodes Ltd. of Leeds, and 
Camilatone Ltd. For Somnus 
Mattresses L & R are already 
placing orders, and for Camila- 
tone Ltd. the agency will be 
handling all products, including 
Tonrinz, Henna Cream and new 
products to be announced at a 
later date. 


Journalists see 
new wallpapers 


Over 50 journalists representing 
national, provincial and trade pub- 
lications attended a preview in 
Manchester of the Wall Paper 
Manufacturers Ltd.'s new collection 
of Crown wallpapers, which are to 
be launched by heavy advertising 
next year 

The editorial information service 
of Osborne-Peacock Co. Ltd. 
Organised the visit as part of the 
launching drive. They state that 
early next year additional colour- 
pages In women’s magazines, as well 
as more outdoor and film advertis- 
ing, will be used to promote the 
new patterns 


CURRENT ADVERTISING A 


T A GLANCE 


Accounts 


QUOSH fruit pqrem, for Masius & 
Fergusson Ltd. 

SPIRO-GILLS LTD., manufacturers 
of gilled tubing. 1956 campaign 
in technical journals; TUBELA 
ENGINEERING CO, LID. 
manufacturers of hydraulic and 
hand tube bending machines and 
accessories, campaign using trade 
and technical journals; accounts 
for Taylor Advertising Ltd 

MCLELLAN ASSOCIATES LTD., 
distributors of Legumex rotary 
potato peeling machine, and other 
household products; campaign 


using screen advertising in 1956: 
ys ‘David Macaulay Advertising 

wooD BROS. (FURNITURE) 
— manufacturers of Old 
Charm furniture, for Kingscott 
Ltd. 

ALAN H. BUCHANAN LTD. 
naval architect and marine sur 
veyors, mn Stuart Advertising 
Agency | 


“RECORD MIRROR” 
ley Advertising 

SCRIBBANS-KEMP (BAKERIES) 
LTD. campaign using national 
press, selected women’s magazines 
and posters being planned 
SOMNUS MATTRESSES : 
CAMILATONE LTD., accounts 
for Lambe & Robinson Ltd 

LINDSAY & WILLIAMS LTD. 
manufacturers of electrical insu- 
lating materials and backing 
cloths for footwear industry for 
Macdonald Advertisin 

MINNOMOLDS LTD.; M. MOSS 
& CO., Swiss musical movements 
GREETINGS LTD. cards and 
Stationery, accounts for Froud & 
Partners Lid 

EXPORT PACKING SERVICE 
LTD., for Allardyce Palmer Ltd 


for Cross 


ROYCE ELECTRIC |} t RNACE 
CO., LTD., for Nig 1inbow & 
Partners Lid 

SUPERMA LTD., ; nent wav- 
ing equipment, f Dixons West 
End Advertising wy Ltd 
from January | 

MOTHAKS for Aji es & Son 
Lid. from January 1956 cam 
paign using nati ilies and 
Sundays, women yines and 


provincial press 


Campaigris 
BEX HOUSEWARES, 
spaces in women s 
trade press for 
campaign (FP. 
Wood & Partners | ) 
FRENCH GOVERNMI NT TOUR- 


ising large 
zines and 
Christmas 
Pritchard, 


IST OFFICE, using onal and 
provincial newspapx id posters 
during 1956 for Holidays Are 
Such Fun” campaig Cross by 
Boulogne—the Gatew to Enjoy- 
ment campaign, us motoring 
press and  natior Sundays 
(Havas Ltd.) 

JAMES A. JOBLING, using full- 
colour pages in women’s maga- 
zines during 1956. (Stuart Adver- 
tising Agency Ltd.) 

S. & J. WALSH LTD.,, using full- 
pages in colour and black and 
white in women’s magazines, 15 in 
by 4 col. spaces and |! in. triples 
in national press and co-operative 
dealer advertising during 1956 
for Harduraloop plastic-backed 


carpeting (Wilson 
Lid.) 

VITAFOAM LTD., using national 
press and women’s m qrv for 
Vitalay. (S. C. Peacock Ltd.) 

BUTTER INFORMATION COLN- 
CIL, using special Christmas spots 


Advertising 


on — _ (Saward, 
Baker & Co 
ANGORA (BIRSTALL) LTD., 


using women’s magazines and 
trade press for Furwul Angora 


(Gee Advertising Ltd.) 
WALL PAPER MANUFAC. 
TURERS LTD., using colour 


pages in magazines and film and 
outdoor advertising during 1956 
to launch new patterns of wall- 
paper. (Osborne-Peacock Co.) 

W. J. UNWIN LTD. seedsmen. 
using national dailies and garden- 
ing press until May. (Frederick 
Aldridge Ltd.) 

MASON PEARSON BROTHERS, 
using national dailies, provincial 
papers, women’s weeklies, and 
trade press for hair-brush cam- 
paign. (Frederick Aldridge Ltd.) 

LEWIS A. LEROY LTD. using 
national dailies, women’s weekly 
holiday supplements, general 
interest and women’s magazines 
and specialist weeklies and month- 
lies. (Frederick Aldridge Ltd.) 

R. P. SCHERER LT ).. using 
colour spaces in trade journals in 
Britain and six other countries 
for Gelatin Capsules (Dudley 
Turner & Vincent Ltd.) 

KAYSER BONDOR, using large 
spaces up to full-pages in national 
dailies and Sundays, three half- 
pages and seven whole-pages in 
women’s magazines for Resene 
Bondor Crackerjack pre-Christ- 
mas campaign. (Erwin Wasey & 
Co Ltd.) 

BRYLCREEM, using half-page in 
the Daily Express, large spaces in 
national and provincial papers 
and trade press for Christmas 
campaign. (G. S. Royds Ltd.) 

LADIES’ PRIDE garments, using 
full pages and large spaces during 
1956. (Gee Advertising Ltd.) 

FREMLINS LTD., brewers, using 
large spaces in London evening 
papers (Technical & General 
Advertising Agency Ltd.) 
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Here’s a spanking-new magazine that 
will ring Easter bells in every young 
woman’s heart — and in every adver- 
tising manager’s too. It’s My Story 
Magazine — the Argus Press NEW 1/3d. 
monthly. News of the first issue of My 


Story Magazine on 23rd March is exciting 
for advertisers as well as readers. And 


here’s why! 


It’s tailor-made 


to the reading needs of the women under 35— 
especially the ‘young marrieds’—i.e. the group 
with the biggest purchasing power. My Story 
Magazine will meet the nation-wide unsatisfied 
demand for a magazine made up mainly of fiction 
plus starred features. 


It’s bound to sell 


— it’s backed by the drive and publishing know-how 
that have raised sales of True Story Magazine and 
True Romances to a record 500,000 and Photoplay 
to 250,000! First print order of ““My Story Maga- 
zine” will be 200,000. 


A. H. McISAAC 
ARGUS PRESS LIMITED 


It offers low rates 


Advertisers who book before the first number will 
enjoy these really attractive rates for at least the first 
six issues! — £50 per page .. . £2 per inch (black 
and white) (Type area 94” x 63”). 


It’s colourful ! 


For only £75 per page, advertisers can use two 
COLOURS (photogravure) and, for £120 per page, 
FOUR colours! (litho offset, back cover only). 


ADVERTISEMENT DIRECTOR 
8/10 TEMPLE AVENUE 


LONDON E.C.4 PLE 3514 
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First Friday 
New chairman 
is elected 


After serving as honorary secre- 
tary of the First Friday Club since 
its inception nine years ago, T. H. 
Harper, a director of Osborne- 
Peacock Lid., has been clected 
chairman in succession to Harry L. 
Hardwick, a director of Prau & 
Co., Ltd. The club is limited to 
$0 advertising executives in Man- 


Club News. 


chester. Mr. Harper follows his old 
chief, the late Albert Fryers, and the 
late Walter Harrop, as the third 
Osborne-Peacock director to hold 
this office 

R. Highland Longdon, Manche 


ter manager of Westminster Pre 

Provincial Newspapers Ltd., is th 
new honorary secretary, and the 
committee is W. McMillan, adver- 
tisement director, Manchester Guar 
dian. E. J. Sibbald (Iliffe); and 


L. N. Walmsley (F. John Roe Ltd.) 
At the last luncheon meeting Bert 
Knowles, chairman and managing 
director of A. H. Knowles Ltd 
past chairman and pr ncipal founder 
of the club, presented Mr. Hardwick 
with an inscribed silver card tray 


Bristol 
‘The value of 


good design’ 


Nocl White. informatio 
officer to the Council of Industria 


chief 


Design, spoke at a meeting of the 
Bristol & West Publicity Club on 
“The Value of Good Design in th 
Marketing of Durable Consumer 
Goods.” 


He pointed out that Britain's long 
suit in the export markets was first 
quality traditional goods, but there 
was room for expansion in other 
fields 


Leeds 


Christmas plans 


Christmas will be celebrated with 


two parties by members of th 
Publicity Club of Leeds On 
Monday, December 19, there will 

4 the traditional Christmas 
luncheon at the Mansion Hotel 
Roundhay, Leeds On Friday 
December 23, a Yule Masquerade 


(fancy dress dance and whist drive) 


will be held at the Capitol Ball 
room, Meanwood, Leeds 
Regent 


Hedley Byrne ‘goons’ 
help orphanage 


“Goon-style” clowning by the 
staff of Hedley Byrne produced a 
humorous evening for members of 
the Regent Advertising Club. Object 
of the evening was to raise moncy 
for the Reedham Orphanage's 
Christmas party, and at the end of 
the evening the total of contribu 
tions to the party was raised to 
£26 10s. 9d 

Regent Club members were fined 
for offences ranging from not rolling 
up their left trouser legs to not 
buying drinks for certain “Goons.” 
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» December 12 INSTITUTE OF PUBLIC RELATIONS visit 
PUBLICITY CLUB OF LONDON Qu to BE television studs ame 
Night. Waldorf Hotel Grove. 2.3 p.m 
ADVERTISING CHRISTIAN GROUP in 
formal Christmas meeting St Wednesday, December 14 
Bride's Church, Fleet St. 6.30 p.m FLEET STREET COLUMN 8 Christmas 
PUBLISHERS PUBLICITY CIRCLE lunch, Connaught Ro 
luncheon meeting. Martinez Spanish MANCHESTER PUBLICITY ASSOCIATION 
Restaurant, Swallow Street, Picca Christmas lunch. Cafe Royal. 12.30 
dilly 12.45 p.m p.m 
BRISTOL AND WEST PUBLICITY CLUB 5 
ae Speaker Rev. Frederick pevnepann ae 3 «HAMPTON 
I Mts Christmas social even i dinner 
Tecsday. December 13 Tolga 
junch, Monico Restaurant, London, Temple Street, Birn a 
> at . PUBLICITY CLUB OF uncheon 
12 noon meeting Great Nor Hote! 
DISPLAY PRODUCERS AND SCREEN Leeds 
PRINTERS ASSOCIATION technical mect 
ing. Horse Shoe Hotel, Tottenham Friday. December 16 
Court Rd., London, W.1. 6.3 pm PUBLICITY CLUB OF AS ladies 
REGENT ADVERTISING CLUB lecture day and Christmas nm with 
C. A. Bowack on “Outdoor Adver pantomime stars G r Res 
tising.”’ 6.30 p.m taurant 12.45 pm 
THIRTY CLUB OF LONDON Christmas PUBLICITY CLUB OF ristmas 
lunchecn luncheon Grosvenor 

> 
Cotswolds Birmingham 
etetertaatineadttincenetnt queen 


Nielsen man tells 
of ‘risky venture’ 


“To bring a new product on to 
he market purely by hunch and 
work is one of the most 
ky ventures in business,” lan 
MacDonald, general field manager 
f Nielsen & Co., Ltd., Oxford. told 
nembers of the Publicity Club of 
he Cotswolds. 

He said that market research was 


LUCSS 


“crystal gazing but just a 
mple, straightforward process of 
ving information, which enabled 


nufacturers to know exactly how 

products were selling, and 

where they stood in comparison 
h their rivals. 


Leicester 


Impact from the 


° . 
visual medium 
“The accem is being put more 
ind more on the visual means of 
yecting a message, and it has 
ady been proved the best way of 
iking a lasting impression,” K 
Lockhart Smith told a_ recent 
ncheon meeting of the Publicity 
Ciub of Leicester 


East Anglia 
D. W. Last 


member of panel 


D. W. Last, information officer 
f the Advertising Association, was 
a member of a panel which 
answered questions on advertising 
ut the East Anglian Publicity Club's 
monthly meeting at Ipswich. Other 
members were R. H. Broome, studio 
manager, Fisons Ltd., R. G. Martin 
printing manager, East Anglian 
Daily Times Co. Ltd., and P. Mine 
idvertising manager, Manganese 
Bronze and Brass Co. Ltd. 


° 
Is 


Advertising Press 


Prize record 


Over $00 members of the Irish 
Advertising-Press Club and their 
friends attended the club’s annual 
gala ball in the Metropole, Dublin 
There was a record number of spot 
prizes presented by advertisers. The 
master of ceremonies was David 
Luke 


The state docs all 
the advert: ing 


Alderman W I Howen was 
keenly questioned ; idvertising 
and publicity in R ren he told 
members of the B ham Pub- 
licity Association vist to 
Sverdslovsk and . w as a 
member of a civ uon 

He pointed ou iS private 
enterprise was t the past 
in Russia, the using was 
on behalf of ‘ This was 
mainly concern ‘ five-year 
plan, appeals for and the 


investment of the state 


London 
Four team- to 
compete for cup 


The Publicity 
quiz night will tx 


London's 
the Wal- 


dorf Hotel on Mond ur teams, 
representing the Re Advertising 
Club, the Berks & B Publicity 
Association, the So Diploma 
Members of the Ad g Asso- 
ciation and the Pu Club of 
London, will compet the Quiz 
Cup, presented by v president 


Andrew Milne 
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Successful year 
for carpet 


promotion 


Despite pre-April Budget pur- 
chase tax uncertainties, the Elec- 


tion, the rail and dock strikes, 
hire-purchase curbs and _ the 
recent price and purchase tax 


changes, this year has proved a 
successful and satisfactory one 
for the British Carpets Pro- 
motion Council 

This was announced at a press 
conference recently. A _ factor 
that contributed greatly towards 
the year’s satisfactory progress, 
said a Council spokesman, was 
the continued co-operation of 
carpet retailers. 

This year’s advertising cam- 
paign was intensified, using a 
series of advertisements in cotour, 
based on popular film and TV 
celebrities. 

The usual heavy advertising 
backing Carpet Fortnight ap- 
peared in the national! press and 
mass-market magazines. A total 
of 256 provincial and local news- 
papers also carried display adver- 
tisements. 


New signs and 
traffic signals 


Stretford (Lancs) Borough 
Council has asked the county 
council to impose a ban on any 
colour which might be confused 
with traffic-light signals, when 
considering new applications for 
illuminated signs. 

The Lancashire county plan- 
ning committee has replied that 
under the advertisement regula- 
tions, local authorities can 
already review any display which 


might obscure or hinder the 
ready interpretation of a road 
traffic sign 

It feels the position is ade- 


quately safeguarded, in consulta- 
tion with highway authorities, 
and there is no need to make a 
special rule for local municipali 
ties in the county to follow 


Latest addition to the Ever Ready Co. (Great Britain) Ltd.'s transport fleet. 


an ERF 7-8 h.p 
Life” is shown on 


van 


the rear panel 


The company's motif 
The sides of the van, in Ever Ready 


‘Ever Ready Batteries For 


biue, display the Ever Ready sign in black and orange, with the words 
“Batteries For Life” in bold lettering 
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Wl Lee 


. st y 
MARCUS VIPSANIUS AGRIPPA ‘ 
The great Agrippa, born in 63 B. ‘ ‘ 
Augustus’s principal licutenant in the a inistration F 
t his new Roman Empire. The dra is MISSES ' y 
} } « 1 lor » SPs , Wim ASAI AS aw 
after the bust in the Uffizi Gallery, Fi ce ORT SILT IN Saat ‘ 


Administration is the art of marrying R | 
e a 


the human factor and the practical fact, 


%, ° 
. . . . a ve 
so that both initiative and system ae 
ALBERT FE. REED &4€ CO. LID 


can develop naturally. in anil Goes = tamara ee 


THE SUN PAPER MILL OO LTD 
MEDWAY PAPTR SACKS LTD SRO ROATY INCMUSTRENA LID 
THE MEDWAY CORRUGATED PAPTR CO LTD 
THE THOMPSON 4 NORRIS MANUFACTURING CO LTD 
THE NATIONAL CORRUGATED PAPER OO ™ 
POWELL LANE MANUFACTURING CO LTD 
BPED FLOND LTD RPPD PAPER HYCTEN LTD 
ft. ®. FREEMAN & WESCOTT LTD RPED PAPTR SALES LTD 


Head Office: 103 Piccadilly, London, W.1 
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THE LAYOUT MAN 


THE TYPOGRAPHER 


Must have a versatility of creative design, 
knowledge of the figure and an 


Must have type in his fingertips, 
an awareness of its colours and moods, 
appreciation of lettering and typography. with an alert versatility to use 
Experience in National accounts the right face at the right time to match 
is an advantage every clamour, every whisper 


APPLY TO THE GENERAL MANAGER 


McCann-Erickson Advertising Limited 


BRETTENHAM HOUSE — LANCASTER PLACE— LONDON, W.C.2. 


TEMPLE BAR 6600 
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SPEED GOODNESS ECONOMY 


the Presto Pres 
Ltd., of Liverp 


First prize (£100) in 
T. J. Hughes & Co 


contest was judged in the offices of 


Cooker contest was won 
whose display is above 


M by 


L. Garbutt, principal, Good H: 
“Hardware Trade Journal” ; 


aseke ng Institute; A 
and P 


is & Fergusson Lid 
Hills 
“The lronmonger 


“ Bax, editor, 


NEWS FROM FRANCE 


Twonew PR bodies formed: 


Press criticise hand-outs 
By Our Paris Correspondent 


France is getting more and more pub!:c relations conscious. Follow- 


ing October's annual meeting of 


the Association Francaise des 


Relations Publiques, the formation hay been announced of two new 
PR bodies : the Association des Agents de Relations Publiques and its 


offshoot, the Club des Relations Publiques. 


At the same time another or- 
gagisation in this field, the Office 
Frangaise de Relations Publiques 
(founded in 1953) has constituted 
itself as a limited liability com- 
pany with a registered capital of 
five million francs and with head 
offices at 374 Fauborg St 
Honoré. 

Aims of the OFRP—otherwise 
known as OREL—are stated as: 
“The provision of information, 
advice, consultation and service 
in matters concerning public re- 
lations, and all activities required 
for the establishment and devel- 
opment of public relations for 
private companies, collective 
bodies and associations in France 
and abroad.” 

The French press, however, is 
not at all happy about the present 
state of public relations in 
France. 

Although, according to the 
code laid down in 1953 by mutual 
agreement between official re- 
presentative bodies of the news- 
paper and advertising profes- 
sions, information submitted to 
the press by PROs must be 
“limited to objective statements 
of fact and must exclude all sales 
arguments and advertising 
matter,” the waste paper baskets 
of every French newspaper and 
magazine are daily filled with so- 
called “releases” which are really 
nothing more than advertising 
copy in editorial form. 

Writes Claude Bellanger, vice- 

esident of the Fédération 
Nationale de la Presse Francaise, 
in a recent issue of Publimon- 
dial 

“I could quote innumerable 
examples of abusive interpreta- 


s of the code, and false con- 

ys of what public relations 
rea is. It is a common occur 
rence for a ‘release’ which does 
not get published in the editorial 
columns to be re-submitted a few 
da later as a paid advertise 
ment ! . It must be admitted 
that the cunning of certain prac- 
titoners who aim to turn PR to 
advertising ends falls little short 
of genius. 


Opposed to aims 


“The pity is that it is a per- 
verted genius. And what is even 
more regrettable is that their acti 
vities are directly opposed to just 
what the Association Frangaise 
des Relations Publiques is trying 
to foster: improved relations be- 
tween industry, business and the 
public, via the press.” 

Another aspect of 
tions raised by M llanger is 
that French businesses using the 
services of a PRO and having 
genuine information to impart to 
the press concerning the activities 
of their companies must realise 
that it is the traditional right of 
the press to check up on, and 
comment on, such news. 

This fact may well be operative 
in countering the long-standing 
habit of French businessmen of 
shutting themselves up in an 
ivory tower and jealously guard- 
ing their activities from the out- 
side world 

“Public relations and the 
press,” concludes M. C. Bellan- 
ger, “can and will co-operate to 
the benefit of all concerned; the 
press is perfectly willing to lend 
its aid—with the reservations in- 
dicated.” 


cept 


ublic rela- 
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CLASSIFIED ADVERTISEMENTS 


RATES : APPOINTMENTS VACANT, 4%. 64. per line, 40s. per display panel inch. 
APPOINTMENTS WANTED, 3s. per lime, 35s. per deplay pane! inch. All other 
Classifications, 4s. per line, 45s. per disptay panel inch. Minimam, 5 tines. Boa No. 
charge, ome line plus is. covering postage, etc. Seres rates om application: all 
advertisements wader seven meertions MUST BE PREPAID. Address “Advertiser's 
Weekly,”" 180, Fleet Street, London, E.C.4. WATerioo 3388 (Ex. 25) 


APPOINTMENTS VACANT 


Situations V acaat * The engagement of personas answering these advertisements mast 

be made through a Local Office of the Ministry of Labour or a Scheduled Employment 

Agency if the applicant is a man aged 18-64 inclusive or « woman aged 18-59 inctusive 

unless be or she, or the employment, is exceoted from the provisions of the 
Notification of Vacancies Order 1952." 


TECHNICAL 
AUTHOR 


An interesting vacancy occurs in the 
Publicity Department of ao Company 
engaged in the manufacture of braking 
and accessory equipment for road 
vehicles Applicant should have en- 
gineering background with ability to 
work on own initiative. To be respon- 
sible for writing and producing technical 
publications and sales promotion 
literature Non-contributory pension 
scheme Write giving details of past 
experience and salary required to 
Publicity Superintendent, Clayton 
Dewandre Company Limited, Tita- 
nic Works, Lincoln. 


URGENT 


Senior journalist, with considerable 
experience of news and feature writing, 
required by leading national public 
relations organisation as Press Officer 
Knowledge of typography and make 
Up @n asset 


This appointment, which carries a good 
salary, i for an alert, news -conscious 
man in the Nottingham area only. All 
applications will be treated in confi 
dence. Please write, giving full details 
of experience and present salary, to 


Box 2674 
Advertiser's Weekly 180 Fleet St EC4 


TYPIST, undertake 
interesting ercal duties 
Age not over years 


able additional 
required lay 
Good salary and w 
raht applcant ’ nal ’ tt 


t a 

Box 2561 Ad. Weekly 
ADVERTISING 

Sal 


ARTISTS required for ¥ 


man art staff 
lettering 

preparation 

printers 

180 Fleet St BC4 iting to t Art Editor 

SPACE Sak tment Temple Bar 2 

ust be experen 


t Jer 


Se 
eqguired hy 


Natior 


_ Sling 


experience and salary 


2560 Ad. Weekly 180 Pleet St BC4 


CLASSIFIED 
ADVERTISEMENT 
MANAGER 


is required by a Major London 
Magazine Publishing Company to 
develop Classified Advertising on 


NATIONAL JOURNALS 


Aged 25 to 35, the successful applicant will have 
had several years’ experience in a Classified 
Advertisement Department and must combine 
creative imagination with administrative drive. 
This appointment is pensionable and carrics a 
substantial salary. Applications giving age, brief 
details of career and present salary will be con- 
sidered in strict confidence and should be sent to 


Box 2558 
Advertiser's Weekly 180 Fleet Street EC4 
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MERE | CLASSIFIED ADVERTISEMENTS | EXERT 
Situations Vacant : ** The engagement of persons answering these advertisements mast DISP Y 
Expanding International Company be mats Gucngh a Local Office of the Ministry of Labour or a Scheduled ~~ 
: Agency if the applicant is a man aged 18-64 inclusive or 2 woman aged 15-59 inclusive MANAG be 
4 in North West London has a unless be or she, or the employment, is excepted from the provisions of the 
, Mestienst ; ° : 
vacancy in the sales promotion ! of v Order 1952. | | required by national advertiser in 
department. Applicants (aged | | the confectionery industry. The 
successful applicant will be re- 
23-30) must have minimum G.C.E COPYWRITER sponsible for all aspects of 
or equivalent and two to three — ‘ay, ae the design, oral 
. uction an sposition of a 
years successful record preferably £1200—E£ 1500 display material used by the 
in advertising or sales promotion, | | ai tied f h 14 ; Company. 
Cc = Ww wo -W 4 oversea . . - 
wide interests, a flair for writing | | a cree M - ~ a A good salary wili be paid for 
i markets needs a copywriter to work on home and this important position which will 
je and a capacity for organised work overseas advertising. The Company's offices ar ist probably be filled by a young man 
: essential. The appointment | | outside London. The successful applicant w be (or woman) 25-30 years of age, 
offers exceptional scope to a man | | expected to study foreign markets on the spot, anc will with an intelligent and objective 
. of ability and a. on be given ample facilities for overseas visits { s ae —. design problems 
ability and aptitude. Generous ||] Purpose. "Salary: £1200-£1500 according. 0 ~ A 
7 pension and insurance schemes qualifications and experience. Write, giving deta to tant advertiser, will he heashicial 
Salary according to qualifications Box 2580 and ensure a prompt assumption 
and experience. Write for applica- — . ‘ of responsibilities 
” — Advertiser's Weekly 180 Fleet St EC4 
tion form to Box 845, c/o Dixons, | | Box 2585 
1-9, Hills Place, London, W.| FEMALE ASSISTANT to Space Buyer TELEPHONE OPERATOR (single) | | Advertiser's Weekly 180 Fleet St EC4 
required early New Year, for Agency wanted 1 chboard of 
LEADING National Advertiser requir ne i . —, 2 . . 1g mt — pa - Mi ae Fe 8 gysrne - YOUNG MAN (aged 20-23) required for 
assistant in advertising department rt A mt Int a sting job in pleasant a a oft: 4 sly aon advertising department in London 
3 ‘ Aged mid/late§ twenties Appl rroundines Five- i, week Writ - rn — ; " coe @ { fice ns o~ trace paper Piease 
- —_ be Ae gy in jesign as to Mrs. Haves. Marshall Hardy permanency. Writ Mies Usher _ ~J i. ail age experience 
: — © = ane capevn Ltd 18 Old Town, S.W4 "Phone Alfred B & § ‘ 130 Fleet ~~ Ter : / 

:duci susis | te weaentet . : es I ox 25 Weekly 180 Fleet St EC4 
te ea Conpun "a... ebhie a a MACaulay 3481 Street, London, EC 4 LEet 8831 aoe 00 kiy 100.Plost SE 
not essential, would be an advantay AN 4 Prod M ~ 
Write ving aec, full deta { ex experiences roduction : nm 6s 
gefleats, Gaul solavy seauiced. 1 required by one of London's largest COPY /LAYOUT 
Box 2576 Ad. Weekly 180 Fleet St EC4 agencies Complete knowledge of 

mechanical production and ability t& SALES MANAGER Experienced Copy/Layout man is 
ASSISTANT PRODUC TION MAN r handle national and trade press re ayn for a special creative job on 
. , urn nt s. y ©° 
aw vents = — “ts nen ige { po —— -, mo gun n R a well-known nation al account. Must 
Agency Productior routine : nina heme im operation Write giving EQUIRED be able t » produce strong clean r ughs 
working k wiedge of Proce Engrav sus of age, experience and salary for presentation to client and to 
a ing. Typesetting, etc. Full details t required to a 4 , develop sensible copy variations on 
; Box 2573 Ad. Weekly 180 Fleet St EC4 Box 2583 Ad. Weekly 180 Fleet St BC4 To take charge of f jevelop established themes. Good salary 
ment. Must know Advertising. Write to 
Agency, Print, or idio ex- Box 2569 
Advertiser's Weekly 180 Fleet St EC4 
perience essentia 
WOULD YOU LIKE GENERAL ARTIST required by 
HARWOOD PRESS medium-sized ager ‘ 
1 with al : 
EAS WEST STREET, HARROW 
TO JOIN OUR OVERS Me. Gites. Maree Claree Lid... 36: 


SKILLED RETOUCHING ARTISTS 
required by exr in Hol- 


MEDIA DEPARTMENT ? cst “We ofr sc are ae |) PRITCHARD WOOD 


working tT 4 non- 
ontributory per r the right 
person Why ot i discuss 
the positior wit write im need an 
Mather & Crowther Limited require an pra Hen age Se 5 pit 


assistant space buyer for their Overseas Media Box 2564 Ad. Weekly 180 Fieet St BC4 | ASSISTANT 
Department — a very busy office whose SPACE-BUYER 


operations are world-wide. EXPERIENCED 
We are looking for a young 


GENERAL ARTIST 


Applicants, between 25 and 35 years of age, for leaflets, showcards, display, pack- man who has had at leest 2 
should have an interest in overseas markets oem amet ae years in the Media Dept. of 
and a keen sense of geography. Preference also an Advertising Agency and 
, : ; : , who wants to widen his ex- 
will be given to those with experience in TYPOGRAPHER/DESIGNER perience on National and 
Agency Media Departments. experienced man with appreciation of large Technical Accounts. If 

contemporary design die to carry 
Out finished drawings an advantage he has already done some 
Please apply Interesting work for keen assistants space-buying in the National 

PPM a ee oe Press so much the better. 
DIRECTOR IN CHARGE alse Please write fully stating age 
Overseas Division DISPLAY & EXHIBITION and salary required to H. C. 
MATHER & CROWTHER LIMITED DESIGNER Coffa. 

BRETTENHAM HOUSE jade, oF on ae F. C. PRITCHARD WOOD 


LANCASTER PLACE W.C.2 . & PARTNERS LTD. 
or appointment telephone Mrs. 


Robinson, co W. M. de Majo, 25, SAVILE ROW, W.!. 
FlLAxman 6816 of 9791. 


Phone your classifieds to WAT 3388 (Ex. 25) 
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APPOINTMENTS VACANT 


INVOICE TYPIST 


required for space and block 
invoicing. Must be reliable and 
accurate at figures. Previous 
Agency experience desirable 
Good salary and working con- 
ditions, call Crane Publicity 
Ltd., Adam House, 1 Fitzroy 
Square, W.1. 


YOUNG LADY wanted by 


Advertising 
Agency (1.P.A.) as Telephonist /Recep- 
tionist; also to help with Voucher 
Control System. Typing an advantage 
Good salary, prospects. Happy Office 
S<lay week Phone TEM. 3861. or 
write Max Ritson & Partners Lid 
33 Henrietta Street, W.C.2 


PRINT & PRODUCTION 
ASSISTANT 


A leading firm of Pharmaceutical 
Manufacturers in S.E. London require a 
print and production assistant (female) 
with agency or printing office experience 
and accustomed to progress chasing, 
keeping accurate records, and able to 
interview printers’ representatives if 
necessary. Typing is essential, and 
shorthand desirable. 9-5. No Saturdays. 
Canteen. ° 
Apply to Advertising Depr., 
Meniley & james, Ltd., 
120 Coldharbour Lane, S$.E.5. 
BRixton 7851. 
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CLASSIFIED ADVERTISEMENTS 


. 


Nation-wide Manufacturing Company in a modern go-ahead industry have 


a vacancy for an 


ASSISTANT ADVERTISING MANAGER 


The vacancy would have to be filled by a man with a pleasing personality aged 
around 26-32 with good and fairly widespread experience of publicity and 
he will need to have drive and enthusiasm 
and the ability, and the desire, for hard work and clear thinking in the day- 
to-day coping with the problems of a really live publicity department 
Opportunities for advancement in the Company would really be limited 
Normally a 5-day week 
che premises offices in pleasant surroundings in West London 
sports and social club : superannuation scheme in operation. Applications 


sales promotion in all its forms ; 


only by the man himself. 


are invited to : 


BOX 1586 
Advertiser's Weekly 180 Fleet %& EC4 


luncheon facilities on 
Active 


ADVERTISER'S WEEKLY 


im APPOINTMENTS VACANT 


A NEW JOB 
in the 
NEW YEAR 


Young Lady required to work 
in congenial atmosphere with 
other ladies in busy production 
department of S.W. London 
agency. Someone with afriendly 
personality and having produc- 
tion experience is required. 
Please write giving full details 
to:— 
Box 2579 

Advertiser's Weekly 180 Fleet St EC4 


ARTIST, 


male, experienced in lettering 
syout work, required by The 
ster Paper Corporation Limited 
employment in the Studio of its 
ging Division. The ability to do 
i$ drawings for block-making is 
There is some opportunity 
work to be done Apply 
miy in the first mstance 
details of age, training and ex 
ce to date, wo Staff Administra 
Bowater House, Stratton Street 
on, Wi 


CLERK (young woman aged 17-19) re- 
quired by well-known publishing firm 
to train as an Advertising Assistant 
No shorthand or book-keeping needed 
Elementary typing would be useful 
S-day week Modern office building 
with Staff Restaurant Salary £5 10s 
per week. Particulars to 

Box 2565 Ad. Weekly 180 Fleet St EC4 


FIRST CLASS LETTERING 
& RETOUCHING ARTISTS 


REQUIRED 
TOP salaries and working 
offered. Please write or 
Studie Led., 
wt. 


conditions 
phone Stowe 
163, New Bond Street, 
Grosvenor. 474 


ESTIMATOR 
REQUIRED BY 
CHROMOWORKS LIMITED 


General knowledge of lithography 

\tial but specialised knowledge 

particular lines not important 
We print posters, folders, show- 
cards, labels and greetings cards 
Good pay and conditions. Write 
n strict confidence to General 
Manager, Chromoworks 
Limited, High Road,Willesden, 
London, N.W.10, marking envel- 
ope * Confidential ’. 


OP YWRITERS wanted for Fleet Street 
Agency handling national and tech- 
nical accounts Excellent prospects 
Write fully stating experience, salary, 
age, etc.. to Managing Director 

Box 2495 Ad. Weekly 180 Fleet St EC4 


Leading Export Publication 
requires a 


SENIOR 
REPRESENTATIVE 


Qualifications : 

o. Proved experience 
salesmanship on 
Journals. 

b. Good personal contact with 
Agencies. 

c. Ability 
initiative. 

The appointment is a permanent 

and progressive post. Salary, 

Commission, Expenses and Super- 

annuation Scheme. 

Applications (treated in strict 

confidence) will only be con- 

sidered where full details of past 

experience and earnings are given. 
Box 2562 

Advertiser's Weekly 180 Fleet St EC4 


in space 
Technica! 


to work on own 


COSTING CLERK (MALE) required by 


Sin Manufacturers in Chariton. S.E.7 
Previous experience necessary and 
applicants must be quick and accurate 
with figures. Experience in Sign Trade 
preferred but not essential. Responsi- 
b es involve allocation of time and 
rials to production and progress 
of work through departments Per- 
manency and progressive appointment 
Write 
Box 2518 Ad. Weekly 180 Pleet St BC4 


COPY DETAIL CLERK, accustomed 


t edering blocks end press pro- 
cedure. for Production Department of 
advertising agency Must be an 
accurate and dependable worker with 
previous agency experience Typing 
at an advantage Permanency 
S.day week. State age. experience and 
wage required Replies, which will 
be treated with confidence, to Map- 
aging Director, W. Hopwood & Co 
Ltd, 67a Mosiey Street. Manchester, 2 


LAYOUT ARTIST 


Leading Engineering Organisation 
in East Midlands producing Diesel 
Engines, Gas Turbines and Loco- 
motives offers highly interesting 
position to a LAYOUT ARTIST 
capable of preparing effective 
advertising literature from start to 
finish and keen to put forward his 
own ideas. This is a permanent and 
progressive job in a pleasant Pub- 
licity Department. Please write, 
in confidence to 
Box 2584 
Advertiser's Weekly 180 Fleet St €C4 


DISPLAYMAN. 


CIRCULATION MANAGER 


First<lass Dispiayman 
charge and play an 
active part in a Departmental Store 
Display Section to be formed and put 
into operation carly in 1956. Excellent 
opportunity for a man who has a 
sound practical knowledge of modern 
dispiay and a large measure of creative 
ability and imitiative The position is 
superannuated and offers excellent con- 
fitions iving accommodation is 
available) Applications. which will be 
treated in strict confidence, should 
give full details of present employment 
and experience, salary required, to- 
gether with the names of two referees, 
and should be received not later than 
December 12. addressed to Chief 
Executive Officer Cambridge & 
District Co-operative Socety Ltd, 
Burleigh Street, Cambridge 


required to take 


required 
packaging magazine 


tor monthiy 
t ils of experience 


giving full det 
and salary required 


Box 2542 Ad. Weekly 180 Pleet St BC4 


SHORTHAND.-TYPIST (15-25 years), as 


Assistant-Secretary to 
Manager Early prospect of 
motion Pleasant working 

and amenities 5-day week 

Ci. West Road area Write 
“ Private to Advertising 
Box 2519 Ad. Weekly Is 


Chiswick 


Manager 


Adverusing 
pro- 
conditions 


marked 


Pleet St BC4 


COPYWRITERS WANTED 


for Fleet St. Agency handling national 
and technical accounts 
pects 
Salary, age, etc 


Excellent pros 
Write fully stating experience 
to Managing 
Box 2495 
Advertiser's Weekly 180 Fleet St EC4 


rector 


WANT TO SPREAD 
Art Man. fee ee " 
express your b a its newest « 
fullest on one « 
still another 
Agency fu { 
you. provided 
all-round at 
work 


Box 2406 Ad. Weekly 


YOUR WINGS 


4 


PRODUCTION 
VACANCY 


Required immediately, young man 


with experience in general production 


work, engraving, printing processes, 


showcards, brochures, mailing, etc 


Apply with full particulars 


Miss Selfe 
Condé Nast Publications Ltd. 
37, Golden Square, W.1 


Phone your classifieds to 


WAT 3388 (Ex. 25) 


EF 
i-25 
‘i= 


| “CLASSIFIED ADVERTISEMENTS 


Situations Vacant : “* The engagement of persons answering these advertisements must 
be made through a Local Ofhice of the Ministry of Labour or a Scheduled Employment 
: Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 
unless be of she, or the employment, is excepted from the provisions of the 
: | Notification of Vacancies Order 1952." 


. with som roducti 
: @ production ae + <6 « 
experience, required as 
| assistant to Production Agency with active and 
| Department of agency growing consumer accounts 
situated in S. Kensington. offers good pay and con- 
Plez : ielee ditions to a practical, clear 
ease write, giving fu headed copywriter with a 
details of previous ex- responsible get-results in- 
perience and stating salary terest in his work. Store or 
V required, to :— mail order background 
D.M.R would be welcome. Write 
| a, Box 2554 
a. 18 Thurloe Place, S.W.7 Advertiser's Weekly 180 Fleet St EC4 
i PUBLIC RELATIONS OFFICER re- SENIOR DESIGNER/ILLUSTRATOR 
3, quired by well-known | wshire Com- REQUIRED to join « happy team 
fe pany Ao interes well-paid producing Press Advertising, Bro- 
* position is offered « keen and chures, Catalogues, Packaging and 
i enthusiastic mar . ably with Point of Sale Displays, to SILA 
journalistic backgrou to initiate standards. Crisp, versatile designs and 
and write convincing for press accurate layouts essential, plus sound 
releases and house irnals Must knowledge of production processes and 
have good press experience Typography. Figurework an advantage. 
of high level interv ze. and be Good salary and permanent position 
prepares d to live in N Vest. Appli- in congenial surroundings. Send speci- 
| cants must give fu sils of age. mens (which will be returned), with 


‘ 


a education. with car date, and details of ee and salary re- 
. salary required, to quired, to Managing Director, 

Box 2566 Ad. Weekly Fleet St EC4 Edwards. Dyer & Co. Ltd., 1 Cooper 
ag Street, Manchester, 2 


LETTERING AND LAYOUT.  First- EXPERIENCED Commercial Artist re- 


class artist required studios of quired General work and lettering 
 Kadek 13 Penrt Road, King- Pension. Bonus. Interview by appoint- 
ston-on-Thames. Telephone KIN 9901 | ment Bateman Artists Ltd, 109 


for appointment Kingsway, W.C.2 


Z with not less than eighteen sii os 


j months’ experience in full | 
‘ service agency— | OPP ORTUNITY 
4 | to a young 
salary £1000/1500 
, | VISUALISER 
4 | with an Art School training and several years’ 


_ agency experience: a young man who has 
reached the stage where he feels that with 
r to Staff Man ager his Art School and Agency basic experience 
behind him he is now ready to spread 
his wings, and given the opportunity, show 
what he can do on an interesting bunch of 
accounts. 


Write giving full particulars 


Write to: THE CREATIVE DIRECTOR, 
THE LONDON PRESS EXCHANGE LTD., 
110 ST. MARTIN’S LANE, LONDON, WC2 


Phone your classifieds to WAT 3388 (Ex. 25) 


3 | ss PPUINTMENTS VACANT 

é rr 

NRE 
ee 

; — | L:PE 
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December 9, 1955 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


LAYOUT 
MAN 
REQUIRED 


with ability to produce 
original ideas with a good 
sense of design, to the 
finished rough stage. 

Write, giving particulars 
of age, experience and 
salary required, to :— 

Box 2507 
Advertiser's Weekly 180 Fleet St EC4 


GENERAL ASSISTANT, male. required 
for Sales Promotion Department of a 
company manufacturing world-famous 
branded packaging materials Mus: 
have completed, or be exempt from, 
National Service. Should know some- 
thing of the mechanics of print and 
advertisement production, and be 
capable of giving orders to biock- 


makers, printers. and other suppliers 
Should be able to keep records. main- 
tain schedules, visual indicators and 


accounts of expenditure, check proofs 


and chase progress with energy. Chief 
requirements—an orderly mind, tidi- 
ness, speed and accuracy. West Enid 


office, 5-day week. pension and bonu: 
schemes, luncheon vouchers 
Box 2515 Ad. Weekly 180 Fleet Si BC4 


WORKS 
PRODUCTION MANAGER 


for Exhibition & Display Com- 
pany (London) must be first class 
man with full knowledge of trade 
and disciplinarian, salary £750 
p.a., plus bonus scheme. Write 
giving full particulars of past 
experience, etc. : 


Box 2465 
Advertiser's Weekly 180 Fleet St EC4 


PRODUCTION MANAGER. 
have first rate knowledge of block 
processes particularly colour and 
typesetting. Fully conversant with all 
print methods and able to mark-up 
for printer. Large Agency experience 
in handling National accounts and 
supervising staff essential. Established 
agency offers well salaried and pro- 
gressive position Stafl aware of 
vacancy. Write for appointment 

2587 Ad. Weekly 180 Fleet St BC4 


Must 


PRODUCTION ASSISTANT 


Excellent opportunity for intelligent 
young man or woman in Production 
Dept. of busy Fleet St. Agency. Ex- 
perience of handling group of National 
and) §6Technical accounts essential 
Present staff know of this vacancy 
‘Phone Production Manager, 


City 6911 for appointment. 


TECHNICAL WRITER required for 
compiling servicing manuals, gencral 
imtructional literature and copy writ 
ng Must have the highest technical 
qualifications Appl The Secretary 
Martin-Baker Aircraft Cx Lid 
Higher Denham. Nr, Uxbridge. Mid 


flesex Tele: Denham 2214 


| ARTISTS REQUIRED 


Full-time, first-class figure, let- 
tering and general designers, 
experienced in first-class poster, 
show-card and display work. 


Write or apply to: 
Nathaniel Lloyd & Co. 


Burrell Street, Blackfriars, S.E.! 


ADVERTISEMENT REPRESENTATIVE 


with experience 

of Newspapers required to 
obtain local evening news- 
paper Display Advertising 
and work on special features; 
aman of initiative accustomed 
to competitive selling re- 
quired. Write in first in- 
stance to Advertisement 
Manager, Evening Express, 
55 Victoria Street, Liverpool, 
giving full particulars of 
newspaper experience and 
stating salary expected. 


ADVERTISING. Leading trade weekly 
(11,000 ~—s circulation) making new 
appommtment to its Midlands organisa- 
ton imvites approaches from men 
(30-35) experienced in selling trade- 
paper space. Existing five-figure turn- 
over capable of big improvement by 
alert, progressive representative able to 
sell at board room level. Fine scope 
for real drive, initiative and imagina- 
tion All present staff informed 
Applications treated in strict confi- 
fence. Give age, present and previous 
IPpootments 
Box 2547 Ad. Weekly 180 Ficet St EC4 

£600 for energetic young space seller on 


growing, lively monthly 

Box 2893 Ad. Weekly 180 Fleet Si BC4 
SHORTHAND TYPIST = required for 

West End Advertising Agency. Mon 

jay to Friday Luncheon Vouchers 

Apply Hedley Byrne & Co Ltd 


140 Park Lane, W.1. Phone Secretary 


MAYfair 5026 


WAIT! 


see 


page 76 


ARTIST 


Specialising in scientifically exact 
Zoological and Botanical illustra- 
tion. Would welcome com- 


miss1ons. 
Box 2559 
Advertiser's Weekly 180 Fleet St EC4 


RETOUCHER, FREE 
experience secks new 
3 Ad. Weekly 
ILLUSTRATIONS of 
du from life, bluc 
graphs. Also lif 
Box 2570 Ad. Week 
FREE LANCE Copy Writing. Clever 
copy and original ideas supplied on 
jemend. Humour a speciality 
Box 2568 Ad. Weekly 180 Fleet St BC4 
FOR ALL LARGE-SCALE ARTWORK 
please telephone Burns, Potters Bar 
$772 


LANCE, 
contacts 
180 Pieet St EC4 
engineering pro 
prints or photo 
ce Oxford area 
180 Fleet St BC4 


long 


sti 


OFFICE FACILITIES AVAILABLE for 
a first-class Layout Man with Typo 
graphical abilities wishing to work on 
a freelance basis Must be prepared 
to give # guaranteed proportion of his 
time in return for services and accom- 
modation aflorded 
Box 2147 Ad. Weekly 180 Pieet St BC4 


SALES AND WANTS 


FOR SALE.—-Monotype plant. suitable 
trade typesctting business. 3 casters 
1 kevboard We ¢ without pre 
muses Near City 
Box 2578 Ad. Weekly 180 Fleet St BC4 


WOULD | FILL 
YOUR EMPTY 
EXECUTIVE CHAIR? 


Here are my 
Age 39 


measurements: -— 


in advertising since 1933. 
Wide experience Home and 
Export Appointments include: 
Print Buyer (Technical Agency). 
Advertising Manager 
(Cosmetics) 
Senior Account Executive 
(Leading Agency) 
Accounts handled—Cosmetics to 
Heavy Engineering. 1 can really 
handie Print and Production- 
practically, economically and fast. 
am a sound administrator with 
workable creative ideas, and can 
manage both kinds of clients 
those who know what they want, 
and those who don't ' 
I want one of the 
appointments: 


VERY SENIOR 
PRODUCTION MANAGER 


PRINT BUYER HANDLING 
LARGE VOLUME 


ACCOUNT EXECUTIVE IN 
CHARGE OF GROUP OF 
ACCOUNTS 


ADVERTISING MANAGER 


I am not a Yes-man and am only 
interested in a really responsible 
position, where I will be worth a 
starting salary of £1,500-£2,000 
per annum 


following 


Please write to 


Box 2588 
Advertiser's Weekly 180 Fleet St EC4 


“ HAND-PICKED “ SECRETARIES 
sveilable —The Wigmore Agency, 67 
Wigmore St... Wi. HUNter 9951/22/35 


SENIOR PRODUCTION MAN, with 
* years’ experience in Agency methods 

procedure, fully conversant with 

ll production problems, secks change 

Please write to 

Box 2567 Ad. Weekly 


and 


180 Pleet St BC4 


RELIABLE Young Designer 
tion, S years’ experence 
work Working drawings 
models 
Box 2581 Ad 


ADVERTISEMENT MANAGER 


of an old established Weekly Industrial 
journal, desires change. Would prefer 
a similar appointment on a Monthly 
paper, with publishers of repute 

Box 2577 
Advertiser's Weekly 180 Fleet St €C4 


seeks pow 
exhibition 
lettering. 


Weekly 180 Fleet St BC4 


TYPOGRAPHERS 
VISUALISERS 
LAY-OUT ARTISTS 
PRODUCTION MEN 


Junior & Senior 
VOUCHER CLERKS 
and all Advertising Staff 


are you considering making a change 
in the New Year? 


Perhaps it is more money you want—or 
mavbe better conditions | 
Get ‘into touch’ with us now We 


have good jobs waiting for good men 
Phone CHAncery 2550 
or Write or call. 


STAFFS ORGANISATION 
111 High Holborn, W.C.1 


(opposite Holborn Tube Station) 


PRINTERS 


20,000 WOMEN WAITING, or so tt 
seems to those who entrust al! of their 
mailing collating packaging and 
handwork of any descr on to 
Messrs. F. C. Newman & Co., 439 
Batterses Park Koed, S5.W. satter- 
sea 7274 


BUSINESS OPPORTUNITIES 


FULLY EQUIPPED Per House 
has spece for good<law monthly or 
weekly periodicals NW! area 
Phone: CAN. 5368 


MANAGING DIRECTOR, with Cy 
office. would like to meet ambitious 
man who m conmudering cestablichmen 
of business on his Own ascoount but 
would welcome support by provisson 
ot office advice and Operation 
Write in confidence, to 


Box 2571 Ad. Weekly 180 Pleet St BC 4 


SPEEDY PRINT SERVICE 


for all Advertising and Sales literature. 
Top Quality Black-and-White and 
Colour photo litho 

GOTHIC PRESS LIMITED 
Euston 5845. 42 Osnaburgh Street 


(Opposite Gt. Portiand St. Station) 
ADVERTISER, with offic » Ci is 
open to conmuder formation f com 
par with one oF tw itive who 
would actively work Oompa 
Space selling of other proposit 
nected with advertiong would be con 
sidered Replies treated mn trict 
confidence Write 
Box 2572 Ad. Weekly 180 Fleet Si EC 4 
Highly original and outstandingly 
successful scheme now available to 
limited number of non-competitive 


large users. Particularly effective for 
mailing to doctors. Unique and genuine 
opportunity. Details without obligation 
from 

Box 2594 
Advertiser's \Weekly 180 Fleer Sc EC4 


MISCELLANEOUS 


DEBTS collected throughow Britain 
No fee uniess results Brilegal (Pa 
1919). 80 Leeds Road redford. i 

QUATERMASS!? Hut «het shout Fob 
wang And whatever happened to 

Read Printing News and find 


Echaore 


STOCK HEADS AND PIN-UPS 


advertiuing agents. et For peruculars 
of studio faciliti fa n photography 
1 enormous mode files (including 
oured people ontact Philip 
Gotlop Photographs Ltd 4 Kensing 
ton Church Street, W.8. W ern 4180 


SPECIAL ANNOUNCEMENTS 


THEADVERTISEMENT which 


appeared in our issue of November 25 
winder Box Ne 2466 read Would 
: ma agen ike to add shout 
£2,000 per month to their billings, 

this should have read £2,000 
per annum Will ar applicant wish- 


me to withdraw h nterest 


write egain 


please 


Phone your classifieds to WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY Decemper 9, 1955 


Advertiser's 
ore Weekly Sis's Sar 


Post free 
NEWSPAPER 55/- (overseas) 


STOP PRESS 


‘News Chronicle’ 
sales up by 
29.6 per cent 


Merger of “News Chronicle” and 
Manchester “Daily Dispatch” has 
resulted after two and a half weeks 
in an increase in overall circulation 
of combined paper of 29.6 per cent 
above the former “News Chronicle” 
figures. This has been achieved by 
holding approximately 350,000 
“Daily Dispatch” readers, say 
“News Chronicle” —“a remarkably 
successful result.” 


an _ “Licensed Trade News,” Walsall, 
Staffs, published continuously since 
1894, and covering licensed trade. 


outstanding experiment 5 


R during past few months. 
Herbert Morrison, MP, said at 
On the initiative of the News Chronicle, —— » — ww hag LO 
Russian farm workers visited Britain important job of public relations 
this summer. A return visit was arranged was to spread all over the world a 
for September. Here was an opportunity belief —_ genuineness of Western 
for News Chronicle readers to see Russia ideals reedom. 

for themselves. A competition was Gen. & A Young, director- 
organised with four prizes: places in general oyal Society for the 
oF : Prevention of Accidents, speaking 
the British delegation to Russia. = at Gian en O : 
’ evening, said that Maurice 
An outstandingly successful experiment. Rickards’s “derogatory remarks” 
The four prize-winners saw the sights — local road — f a 
. « . . a. ad been “most unca lor” (see 
of Moscow; visited farms and a page @. While & anteht be anod 
steads; travelled as far afield as the thing to have 2 national poster and 
Crimea. They learned a lot and they press atvestiing campaign, it used 
: ives. to cost istry something over 
enjoyed themecives £250,000 a year. He was not pre- 
. 3 : pared to admit that it would be 
The News Chronicle has no sympathy better than local campaigns: it 
whatever with Communism. Nor does it could only supplement them, but it 
a few exchange visits will could not replace work done by the 

a oe a aoe dae local road safety committees. 
produce peace m ¢ : - On Wednesday, General Young 
cannot fail to contribute to a better told “Advertiser's Weekly”: “Mr. 
international understanding. Rickards is only talking about 
posters. But posters are only one 
. : d- > 
This approach to a contemporary gro item 2 
blem is typical of the News Chronicle. _ herve an adn ahem 6 
It caters for the needs of those scheme for motorcycle learner 


thousands of young men and riders, and many other things.” 
women who think things out R in 6f Chet Gin ont 


for themselves. Such men and Border Counties Group (Woodalls 
women are prosperous, and they Newspapers Ltd.) to __take effect 
spend their money intelligently. It from January 1 (“Advertiser's 


Weekly.” December 2) is “justified 
by an increase in sales of nearly 
5.000 copies a week.” says the 


follows that the News Chronicle is a 
first-rate advertising medium. 


force when ABC figure was 103,882. 
Current ABC figure is 108,848 
(anuary to June 1955). Current 
sales are 110,000. 


‘ he Proprietors, Business Publications Limited, registered office : 180 F leet Street, London, E.C.4. England (Waterloo 3388), by St. Clements Press Ltd 
Printed for the Portugal Street. King-uay. London, W.C.2 
Advertisement, editorial and sales offices: Mercury House, 109-119 Waterloo Read. London, $.E.1. (Waterloo 3388.) 


ee ' Ps 
‘ es 
a 
ee a ——— ee 
eo eee eee ————— rs) 
| I OF 
4 cia Gee iietatneractal = : 4 
—— i, a 
he a oe a - ms - <6 ‘ . 7 % 4 
oS ng @ 
af <q « > a a bi =. a, : Sa ae | eo 
‘ -. - ~ 7 a 4 ve 
ll bid , _h- : le - : : . ~ modes aa 
- * ‘ — ad ihe ~ % oA 
om » frm rm | . 
x : ee ae a 
mY ea aes, ela Be 
af te ae x 
~ ' he ~ ~~ ; " 
; 
‘ | J 
4 
— 3 
i oe ere b: 4 
an 4 / al — Bd 
— , LVS ~ < : 2 
a fi 7 & 
y = 7. . a 4 
“ = . 2 7 
: = oe 
| 
F Present rate of £2 an inch was in ; : 
This month first issue of “Trade” 4 
as a controlied-circulation publica- Bi” 
S——— Eighty per cent of ‘i 
s circulation is overseas. t 
ee F 
". 
: 7 


